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I heard it from a Castaway 


Who heard it from a Carter, 


Who heard it in the local when 


Punch 


Starts 


From a Liquorice All-Sorter, 
Who sat between a Sailor 


And a Soda-water Squirter, 
And said it was in 


something... 
this week's 


“ Thank you for forwarding the letter from Messrs. 
——— of Demerara The writer recollects that 
one of our most satisfactory export accounts was 
opened as a result of an advertisement in PUNCH” 
(From a famous firm of biscuit makers). 


where's 


“Just before the war a firm of pump makers used to 
advertise in PUNCH an electrically operated pump 
Would it be possible for you to let me have their 
name and address ?”’ (From a reader in Ceylon). 


“]T would be most grateful if you could supply me 
with the name of a firm which, before the war, used 
to advertise in your page Shetland wool dressing 
gowns, also plaids" (From a reader in California). 


Punch advertisements keep going—through the 
world, across the years. 


expect to go far with PUNCH 


JOHN L. VERRINDER, ADVERTISEMENT MANAGER, “PUNCH,” 10 BOUVERIE STREET, LONDON, ECs "PHONE: CENTRAL 916: 
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ADVERTISER'S WEEKLY 


TO THE 


LETTERS 


EDITOR 


’ al 
Support For 
. 
Private 
’ . 9 
Enterprise : 

Sin, -Congraiulations on your 
provocative art.cle regarding the 
1951 Convention 

In my view, whether or not we 
have an International Convention, 
the major subject for discussion 
undoubtedly is -what can adver 
ustify, support and 
private enterprise? 

1s you say, a large delega 

from the U.S.A. attends the 

ention, their views on this 
matter will be most interesting 
and helpful to us, and should 
obtain for advertising consider 
ible support from the national 
and local Pr ss 

Without being 
there 1s little 
that sooner or later a decision 
will have to be made Are we 
like the countr.es behind the Iron 
Curtain, going to eliminate pri 
vate enterprise, and substitute for 
it state trading? The trend in the 
last four and a half years has 
been towards this 

if the full sigvificance of pri 
vate enterprise is explained to the 

in s mole language, and 

given the reasons why, 

it is both ethic 
and economically sound for 
man to have the freedom to per 
sue the profit motive, | am sure 
that much of the misunderstand 
ing that exists to-day in the minds 
of the masses would be overcome 

Relieve it or not, this problem 
must be overcome if we in adver 
tising are to exist im the future 

H. SCOTT-TURNER 
Director, Scott-Turner 
& Associates Ltd 
17-18 Dover Street, W.1 


tising do to 
strengthen 


too 
doubt in 


political, 
my mind 


> sociely 


Guide Book Ads. 


Sia,——-Mr. Alan Whitworth is 
reported (ADVERTISER'S WEEKLY 


April 6) to have said, when ad 


dressing the Wolverhampton Pub 
licity Club, that advertisers should 
look out for the vendors of space 
in local handbooks, guides and 
brochures, also that they should 
avoid at all costs two or three 
year contracts. As one who has 
been selling space on this type of 
media for years, I should 
be interested to knuw whether 
this represents general opinion in 
advertising 

Is one to assume that Mr 
Whitworth considers these books 
should be sold and carry no ad 
vertising’? How else can the cost 
be kept down to a 
figure? 

1 understand that the 
of selling space to 
books on two or 
tracts has been in 
a great number of years 
then should Mr. Whitworth 
consider this to be an unethical 
practice? My ow experiences of 
renewals would indicate that even 
in present difficult times many 
advertisers are quite satisfied with 
this arrangement 


some 


reasonable 
practice 
guide 
con 
existence for 
Why 


now 


local 


three year 


SPACE REP 


(Name and address supplied.) 


. e 
Press Cuttings 
. = 
Since 1879 
Sin,—The letter from Mr 
Podro of the International Pres 
Cutting Bureau (April 6) follow 
ing. as it does, upon my letter in 
the previous might lead 
some readers to think he is 19 
ferring that one of the 
mushroom 
feel sure 
tention 
Whilst | have no record of the 
year in which Mr. Podro’s com 
pany was founded, it was, at 
rate, some years than 
one 
William Durrant was associated 
with Henry Romeike in the estab 
lishment of the first busines 
this kind in England in 1879 
he later became the proprictor 
that original firm. The 
has always been owned and m 
aged by a member of the family 
G. A. DURRANT WRIGHI 
Proprictor, Durrant’s 
Press 


39 Mount Pleasant 


issuc 


this 1s 
firms” 
this 


concerned | 
cannot be his in 


later this 


business 


Cuttings 


Ww. 


Seems Fishy 
To Him! 


Sin,—As a breeder of tropical 
fish, | must refer to the front 
cover of ADVERTISER'S WEEKLY 
(April 6) 

The outline of the two 
fish leads me to believe that they 
can only be swordtails, The top 
one is definitely a female, but the 


basic 


Dee! leet sow milheas of 


umes te wontieg 


This was the ad 


bottom one, who ts saying “We're 
back cover girls has the 
shape of the 1 male complete with 
the swordtail, although the fin on 
the underneath is that of a 
female. 
F. W. DIWELL, 
Advertising and Publicity 
Manager, Eugéne Ltd 


Edgware Road, N.W.9 


We were very interested to see 
in your March 30 issue a com- 
ent on a sign which we are 
pr saahaee and which you referred 
to in the ADVERTISER'S WEEKLY 
of February 23. Your corres- 
pondent is quite right in that the 
— principle of edge-lighting 
n well established and 

ll tested by long practice 
What we have done is to apply 
i most interesting new twist by 
in ingenious use of colour which 
our report on our sign did, of 
mention. We believe that 
quite a lot of good advertising 
iaterial is produced by finding 
i clever new angle on a trusted 
formula! That's all we are 
aiming for our “Gloleon” sign 
leon Goooman Disptays Ltp 


eed 


course 


Apart 13, 1950 


“Future” To Be 
Printed Here 


After 34 years of being printed 
abroad, and being sold in this 
country only by subscription, 
Future is to be printed in Eng- 
land. From its June/July issue 
the magazine, which is remaining 
bi-monthly at present, will be 
distributed through the trade 
for bookstall trade. Copies will 
be supplied on sale or return. 

Unt:l now paper restrictions 
have necessitated Future being 
printed on foreign paper by Ger 
man machines in a Dutch printing 
house. The change will save much 
time and expense, and simplify 
production, The quality of print 
ing is to be maintained: gravure 
will be carrnd out by Clucke & 
Sherwell at Northampton, and 
letterpress by W. S. Cowell, F. J 
Day and Merritt & Hatcher 

The journal is to be advertised 
in trade and financial Press. Its 
advertisement policy is that the 
volume of advertisements it car- 
ries is less important than their 
quality 

Each issue of Future 1s to con- 
tain an article discussing the re- 
sults of a public opinion poll on 
some issue of concern to industry, 
to which the magazine is directed 
The April/May issue contains an 
article based on a survey carried 
out by Social Surveys Ltd., show- 
ing public opinion on business 
generally 


Cranch, McAnally, 


For Lausanne 

Mr. Graeme Cranch (Mather 
& Crowther Ltd.), and Mr. A. P. 
McAnally (F ¢ Pritchard, 
Wood & Partners Ltd), will 
attend the meeting of the Council 
of ESOMAR (European Society 
for Opinion Surveys and Market 
Research), at Lausanne, May 5-7 
The meeting will also be attended 
by representatives of Swiss, 
Italian and French market 
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has the biggest woman readership of 
any popular weekly in Great Britain 


Figures provided on application 
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ADVERTISER'S WEEKLY 


ye Te 


ATT RATA 


TRANSPORT 
ADVERTISING 


A great deal of publicity has been issued of recent 
times, drawing the attention of Advertisers to changes 
which have taken place in the organisation of Transport 
Advertising, particularly Railway Advertising. 


A, this stage it may be as well to suggest to Adver- 
tisers and their Agents that some of this publicity has 
been slightly confusing and might unintentionally have 
created a wrong impression. 


I. is Opportune, therefore, to state that apart from 
certain internal re-arrangements, the responsibility for 
various sections of British Railways remains much the 
same as it has for many years past, and as it will remain 
for some years to come. In particular, the sphere of 
the Contractor has not been altered. 


I. will not be forgotten that” W. H. Smith & Son are 
the oldest and most experienced firm in the industry 
dealing with Transport Advertising. They remain 
Contractors to certain sections of British Railways 
(including the London Midland Region—ex-Midland 
Section) and quite a number of other undertakings, 
including many forms of Road Transport. 


YOU CAN RELY UPON SMITHS 


7. &@. SMITE @ SON, LTD. 
Outdoor Advertising Division 


AWDRY HOUSE - KINGSWAY .' - _ 
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TheHome 


Newspaper 


Belfast 


Telegraph. 


NORTHERN IRELAND 


Vol. 148 


Adverti ser’s 
Weekly 


The Organ of British Advertising 


No. 1,923 
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1950 


TheHome 
Newspaper 


NORTHERN IRELAND 


Belfast 


Te irae. 


Biro Pen. 

The award was made in 
favour of International Pub- 
licity and Advertising Ltd., of 
Half Moon Street, Piccadilly, 
W., known as the LP.A., and 
Mr. Christopher Ernest Whistler 
Mackintosh, chairman of 
directors. 


They sued the Miles Martin 
Pen Co., Ltd., of Brook Street, 
London, W., Sir Henry Lunn 
Ltd., travel agents and sellers and 
distributors of the Biro pen, of 
Eccleston Square, London, W., 
and Mr. Richard Coit, vice- 
chairman of the board of direc- 
tors of the pen company and of 
Lunn Ltd 

Stay of execution was granted 

Plaintiffs claimed a declaration 
igainst the first and second 
defendants, or either, that they 
were bound by an agreement in 
writing made between them and 
Lunn Ltd., dated November 27, 
946 

They also asked as damages 
from the first two defendants a 
sum equal to the commission to 
which they would have been en- 
titled under the agreement 

Against Mr. Coit, plaintiffs 

laimed damages for procuring a 
breach of the agreement by the 
first and second defendants 

Mr. Mackintosh also claimed 
damages for alleged breach of 
contract by the three defendants 


The defence of the Miles 
Martin Pen Co. Ltd.. and Sir 
Henry Lunn Ltd. was a denial 
f breach of contract. Lunn Ltd 
counter claimed for an account 
of all advertising commission 


plaintiffs in respect 
under the agree 


received by 
f work done 
nent. 

The defence of Mr. Coit was a 
denial of any damage to plain 


CLAIM 


tiffs. Further, he said, the claim 
was too remote to be recoverable 
in law 

Mr. Justice Jones, in his 
reserved judgment, said the agree- 
ment in respect of which damages 
were claimed was executed on 
November 27, 1946. It was the 
product of Mr. Mackintosh and 
Mr. Coit, as the former desired 
fo start an advertising career on 
his own 

Mr 
another 


Mackintosh knew that 

firm of advertising 
agents, C. J. Lytle (Advertising) 
Ltd., were responsible for the 
publicity and advertising of the 
Biro pen, but he believed the pen 
company would enter into a new 
contract with him 

Subsequently Mr. Coit took 
steps which resulted in the present 


proceedings. He received a letter 
containing some criticism of 
LP.A. and then wrote to C, J. 


Lytle (Advertising) Ltd. saying 
he proposed renewing their con- 


tract for three years as from 
October 1947. 
Mr. Coit, in evidence, had said 


he never varied from the stand 
that the placing of advertising in 
the Press could only be done by 


\ snclud?e 


£17,966 Awarded In Biro Case: 
Appeal Planned 


AGENCY’S LOST COMMISSION 


Sir Henry Lunn Ltd. and Mr. Richard Coit are to appeal 
against the award in the King’s Bench Division last week of 
£17,966 12s. 6d. damages in the action for alleged breach of 
contract concerning advertising and publicity in respect of the 


L.P.A., when it had become estab 
lished and had the approval of 
the Newspaper Proprietors’ Asso- 
ciation. 

“I am unable 
evidence by Mr. 
lordship, “and I prefer that of 
Mr. Mackintosh.” 

Mr. Justice Jones said he was 
unable to accept the contention 
that the agreement was entered 
into on behalf of the Biro pen 
company and plaintiffs’ action 
against them failed 


to accept this 
Coit,” said his 


he true construction he 
thought, was that Lunn Ltd 
agreed that LP.A. should have 


the exclusive right of advertising 
the Biro pen and no one else 
Lunn’s selling agency was ter 
minated in June 1947, and they 
(Lunn’s) acquiesced in this 
There was also a claim for a 
breach of an oral agreement by 
(Continued on page 48) 


EIRE TO RESTRICT 


The Irish Minister for Industry 
and Commerce (Mr. Daniel Mor 
rissey) is to refer to the Industrial 
Development Authority a plea 
from the Cumann na n-Iris (frish 
Periodical Publishers’ Associa 
tion) to impose restrictions on the 
importation of British periodicals 
into the Irish market The 
Minister's decision followed talks 
with a deputation from the asso 
ciation led by Mr. Tom Collins 
(Dublin Opinion), the chairman 

it is also understood in Dublin 
that another organisation 
Cumann Naisunta Agoide, formed 


Hulton Dispute 


“Anxious 


Consideration ” 


The question of sale or return, 
brought to the fore by the resig- 
nation of Hulton Press from the 
Periodical Proprietors’ Associa- - 
tion over the launching of /ag/e. 
the children’s weekly, has been 
the subject 
between and the 
ere, Supply Company. 

Mr. F. P. Bishop, M.?., general 

Su 


Pn Newsprint ‘ 
Company, told ADVERTISER'S 
Werkiy: “The whole matter ix 


under artxious: consideration.” 
L.L.P.A, Meeting 


Annual meeting of the Institute 
of Incorporated Practitioners in 
Advertising will be held at the 
Waldorf Hotel to-day (Thursday) 
at noon. It will be followed by 
the Fellows’ and Associates’ 
luncheon and meeting. 


OUR PERIODICALS? 


a short time ago to arouse public 
opinion against the increase in 
imports of English newspapers, 
periodicals and other publications 
has discussed the same subject 
with the Industrial Development 
Authority, including methods of 
controlling the flow of imports. 
During the first two months of 
the present year the value of 
newspapers and periodicals- 
mostly English—imported into 
the Reputtlc of Ireland was 
£69,067 against £63,156 in 
January-February 1949 


“LEICESTER EVENING MAIL 


4 


NORTHCLIFFE NEWSPAPERS GROUP LTD 


! Advertisement Director, R. H. Penney, Carmelite House, London, E.C.4. 


Telephone Central 6000 
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ADVERTISER'S WEEKLY 


Local Ads. In “ Scottish 
Daily Mail” 


“SUNDAY DISPATCH” SPACE SIZES LIMITED, 
RATES INCREASED 


Arrangements to accommo- 
date local Scottish advertisers in 
the Scottish Daily Mail, and an 
increase in advertisement rates 
for the Sunday Dispatch together 
w.th the re-lmposition of the size 
limit to 4 in, d.c., have been an 
nounced by Associated News 
papers Lid 

Mr. William Faux, director of 
advertising. Daily Mail, states 

To enable the Scvrtish Daily 
Mail t associate itself more 
closely with Scottish enterprise 
and business interests, it has been 
decided to make some of the 
Scottish Daily Mail advertising 
space available to local adver 
tisers, as from April 17. While 
this new development will not 
normally affect special positions 
it will not be possible to 
guarantee that run-ol-paper 
spaces will also appear in the 
Scottish Daily Mail 

Based on a sale of 2,079,500 
cop.ecs per day, the current rate 
for the Daily Mail was fixed at 
tiS per single column inch in 
September 1947. Now the circu 
lauion has risen to 2,225,000 
copies per day and no increase in 
rute has been made. So that the 
change operates in complete fair 
ness to all advertisers, where the 
coverage falls below 2,079,500 
per day, owing to possible omis 
sion from the Scottish editions, a 
proportionate allowance will be 
made 

Increase of rates for the Sun 
day Dispatch trom £12 10s. to £15 
per column inch and pro rata 
comes into effect with the issuc 
of June 4. At the same time, us 
agents and advertisers are thought 
to prefer greater frequency of in 
sertion to large space, it has been 


BIRO PEN CA 


Mr. Cot, but, on the evidence 
Mr. Mackintosh could not suc 
ceed 

By advertising the Biro pen 
LP.A. would, no doubt, have ob 
tained other advertising business 
ind secured recognition by the 
Newspaper Proprietors Associa 


4) (Conti 


thon 

Figures had been given as to 
the amount of commission 
LP.A. would have carned ay 
total sum of £531,850, it was 
estimated, would have been spent 
by the pen company on advertis 
ing trom 1947 onwards, and the 
commission earned by LP.A, on 
this figure would have been 
£11,966 12s. 6d, had there been 
nm hre ach of the contract by 


Lunas 
There was also the question of 
commussion on other advertising 


LP.A. could have obtained had 


they obtained the Bire contract 


decided to return to the maxi 
mum sze of 4in. dc. This does 
not apply to the special positions 
on the front cover, the leader 
page and the back cover Where 
blocks have already been mack 
for spaces larger than 4 in. dc 
these orders will be permitted to 
stand for a limited time 

Mr. Maurice F. Pitcher, adver 
tisement manager, Sunday Dis 
poms out that since the 
run-of-paper rate of £12 10s. was 


fixed in September 1947. sales 
have risen from 2.061.315 to 
> 365.000 


Clarke & Perry Lid stereo 
ypers. have moved to 10 Stacey 


Street, W.C 2 


N.C. Stoneham 


Mr nm * Stoneham, senwr 
partner of Stoneham & Kirk 
London advertising agents, was 
killed when «a hired Auster plane 

crashed at 
SFR tp the official 
= opening of 
Boston Acro 
Club acro 
drome on 
J Friday. The 
¥) pilot and the 
ona other pas 
> 2 senger also 
lost thei 
, lives 

k Aged ‘4 

t ly ;Norman 
t Cope Stone 
ham was 

N.C. Stoneham himself ! 


flying man 
having taken pilot's hoence 


mMour three years ago He was a 


revious Paine 


ind he awarded them £1,000 
Dealing with the issue that Mr 
C ou wrongtully odtained a 
breach of the agreement by 
Lunn’s. his lordship said that Mr 
Cont took a step which he knew 
plaintiffs, as 
itertering with the con 
tractual ithons between Lunn’s 


ind LP.A. and Mr. Mackintost 


nust cause loss to 


he Was 


Plaintifts we iso entitled to 
succeed on th wsue and he 
iwarded them (5.000 damages 
The result was Urat there would 
be judgment for plaintiffs against 
Lunn'’s for £12.966 12s. 6d.. and 
ils = yudgment n the favour 


wainst Mr. Con for £5.000, mak 
ing a total of £17,966 12s. 6d 
with costs 

There would be judgment for 
the Biro pen company, against 


plaintiffs, with costs 


The counterclaim of Lunn Ltd 
would 


be dismissed with costs 


\aTiovat Savings 


Cee goon Mets seer we wre te tomy for 


Audrey 


Aram 13. 1950 


White, the girl in the National Savings poster (left), is now 


appearing on the front page (right) of a sales folder for the Howard 


Rotavator “Bantam 


produced by Larder & Stevens Lid., being dis 


tributed in the U.S.A, The Rotavator is also being advertised in the 
national and provincial Press 


Dies In Air Crash 


member of Redhill Flying Club 
He evolved a scheme for “laying 
on” aircraft to take farmers to 
sgricultural shows, and also did 
nuch work behind the scenes in 
trying to persuade the Ministry of 
Civil Aviation to encourage pri- 
vate flying. . 

Before setting up his agency in 
conjunction with Mr. J. B. Kirk 
patrick im 1937, he had had a 
very adventurous career After 
serving in the first world war, he 
was an unskilled labourer in a 
Pittsburgh car factory. drove 
nitro-glycerin lorries in Mexico 
worked for Lord & Thomas in 
hetween touring with a theatrical 

mmpany through Canada and 
producing successful shows on 
Broadway. Back in England, he 
wold vacuum cleaners, after hav 
ing lost heavily i a_ historic 
financial Architecture 
building, and timber were among 
his varied interests 

The plane in which he met his 
death was piloted by Mr. §, O 
Bradshaw, a free-lance journalist 
reporting the event for The 
feroplane, and the other passen 
ger was Mr. E. J. Riding, who 
was on the staff of Acromodeller 

The funcral will be at Golders 
Green at 3? pm. tomorrow 
(Friday) 


New “B.S.B.” Rates 

B.S.B. (Bible Speaks to Britain) 
which reduced its price from 1s 
to 4d. and increased its circula 
tion from 7,000 last December to 
31,000 for April 1950. has re- 
vised its advertisement rates, 
which now stand at £25 per page 
nside facing matter 


crash 


At the request of the West 
minster City Council, Roy Hardy 
Advertising are handling adver- 
tising for the official programme 
for their Holidays at Home 
irrangements 


AD. COLUMNS 
A “COWARD'S 
CASTLE” 


Protest against ‘misleading 
propaganda from the coward’s 
castle of the advertisement 


columns” was vowed by Mr 
Ernest Jay, an ex-president, at 
the Easter conference of the 
National Union of Journalists, at 
Bath 

Mr. lay was one of several 
speakers who criticised the prac 
tice of Mr. John Gordon, editor 
of the Sunday Express who, on 
behalf of the Institute of Journal 
tists, has been publishing commen 
taries on Union affairs as adver 
tisements 

Among resolutions remitted to 
the National Executive Council 
was one from Sheffield branch of 
the Union that: “In view of the 
possibility of a further increase in 
the size of newspapers, the Execu 
tive is asked to examine care 
fully the influence of advertisers 
on news columns, and in particu 
lar the purchase of space in news 
columns." 

Other resolutions called for “a 
more vigorous line of propa 
ganda, both in advertising and in 
public functions.” The Executive 
were also urged to increase adver 
trsing in the trade Press 

It was announced that terms 
had been agreed with a London 
agency to supply advertising for 
the Union's own publication The 
Journalist 


C.O.1. Staff Cut By 
10 Per Cent 


ihe staff of the Central Office 
of Information was reduced io 
the past year from 1,723 to 
1,548, a drop of 10 per cent, said 
Mr. Douglas Jay, Financial 
Secretary to the Treasury, in the 
House last week A further drop 
is expected, he added 
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Arka 1950 


Answers to questionnaires 
sent out to the three thousand 
firms that will exhibit at the 1950 
British Industries Fair have 
elicited many reasons why they 
expect to sell their products in 
the US 

Many exhibitors 
their products conform to at 
least’ one, and frequently several, 
of the following conditions. Their 
goods are 

custom 
need; 

competitive in price with simi- 
lar goods made locally; 

competitive in quality and per- 
formance; 

hand-made, which would be 
costly if followed locally, or made 
by a craft or traditional method 
non-existent locally; 

made with materials or by a 
process not available locally; 

entirely new to local produc- 
ion, 

able to be delivered quickly 
and stockpiled from adequate 
production 

attractively packaged; 

supported by marketing. sales 
promotion and advertising cam 
paigns locally; and 

given after-sales service where 
product calls for it 

Several weeks before the oven 
ing of the British Industries Fair 
more than 3,500 overseas buyers 
had announced that they are 
coming. This was some hundred 
more than at a comparable period 
last year 

That American buyers may 
number a thousand——seven times 
their pre-war attendance and ap- 


Saward Baker Produce 


Outdoor Ad. Brochure 

A “Guide to Outdoor Adver- 
tising Space” in the form of a 
32-page brochure has been 


claim that 


built to meet a local 


produced by Saward Baker & Co 
Lid. 

Of handy format—4¢ in. x 
6 in.—the brochure defines and 


explains the funcuion of outdoor 
advertising, ownership of sites, 
sizes of posters, rates for bus, 
trams, and trolicybus exteriors, 


ayy 


and interiors, van sides, static 
sites, main line railway space, 
Underground carriage cards, and 
station sites, illustrated by 
pictures in which the posters are 
picked out in plain red. 


“Express” 4,104,369 

The Daily Express has an- 
nounced an average daily sale 
during March of 4,104,369 

Sunday Express stated on Sun- 
day that newsagents’ orders on 
the previous day had reached the 
record figure of 2,917,133. Since 
the beginning of the year, sales 
have increased by 186,031. 


Latest folder issued by Newnes- 
Pearson for John O'Londen's 
Weekly gives circulation as 70,000 


B.I.F. Exhibits Planned 
For Sale To U.S. 


Proximating to the highest at 
tendance from any one country 


at any BLF is cautiously 
estumated by Mr. Neville Shep- 
herd, deputy chief information 


officer to the Board of Trade 

Thanks to publicity campaigns 
in the States, many Americans 
who will not be visiting the Fair 
have nevertheless made business 
inquiries from the Board of 
Trade and asked to be put in 
touch with suppliers. 

The B.LF. has enjoyed a b‘g 
increase in editonal publicity 
both at home and abroad; 12,000 
copies of the booklet Background 
to the BIF. have had to be 
printed 

The Fair will be held May 8- 
19 at Earls Court and Olympia. 
London, and at Castle Bromwich, 
Birmingham. 


LA.M.A. SHOWN 
PUBLICITY FILMS 


More than 50 members of the 
Incorporated Advertising Mana- 
gers’ Association were shown the 
possiblities of film publicity at a 
film evening arranged for them 
by the Screen Advertising Group 
of the Association of Specialised 
Film Producers, at the theatre 
of the British Council, last week 

The evening was organised 
jointly by Mr. Paul Corbould 
(Vick International Ltd.) and Mr 
Edward Beckett. chairman of the 
Screen Advertising Group. 


Same Ad., Same 


The same advertisement, in the 
same space, for 96 years is a re- 
markable feature of the Arrow 
smith's Bristol A.B.C. Rail and 
Bus Guide 

With the current (April) issue, 
Cotterell Brothers Ltd., the wall- 
paper and paint people, have 
occupied the top panel on the 
cover under the tile for 1,140 
issues. The advertisement is re- 
newed yearly 

Arrowsmith 's Bristol A.B.C. is 
published by Inder Publishers 
(Dunstable) Ltd.. who compile 
and print the London Transport 
Executive timetables Of the 
seventy timetables published by 


-—s 


Lord Sempill’s 
Warning 
“The Press, 
fast taking 


radio and films are 
command of our 
minds. By constant repetition 
they gradually subtract our 
desire to be masters of our own 
destinies.” said Lord Sempill, 
president, London branch, Incor 
porated Sales Managers’ Associa- 
tion, at the branch luncheon last 
week 

Lord Sempill is to resign office 
in two months, and was making 


what was probably his last 
address to the branch before 
being succeeded by Sir Wavell 


Wakefield 

Mr. S. B. O'Connor. who acted 
as chairman, announced the death 
that morning (Wednesday) of Mr 
Clifford H. Smith, a director of 
Ingersoll Lid.. and a committee 
member of LS M.A 

A certificate of Fellowship of 
LS.M.A. was presented at the 
luncheon to Mr. George Donelly 
export d-rector, British Celanese 


ADVERTISER'S WEEKLY 


2.600 Entries In 
E.R.P. Contest 


Two thousand six hundred 
entries have beeen received for 
the E.R.P_ £1,000 poster compe 
titton, organised by the Adver 
tising Creative Circle 

Theme of the competition, 
which is part of an international 


competition in the Marshall Aid 
couttres, « “Inira-Buropean 
Co-operation for a Better 


Standard of Life.” 


Judging will begin at Caxton 
Hall at the end of this week 
For this all entries will be anony- 
mous, so that unknown contribu- 
tors will be on the same footing 
as more famous artists. 

The posters will not be put 
on view to the public. The win 
ning entries will be sent to Paris 
next month for the selection of 
the international winners. who 
will receive awards totalling 
about £2,000 


The directors and staff of 
at their anniversary dinner. 


Space, 96 Years ! 
this firm, the oldest is the Derby 
Advertiser A.B Timetable 


which has now been issued 
monthly 1,208 times, or for 105 
years 


A list of twenty of their time- 
tables shows a ‘otal circulation 
of more than a million 

Local firms are the chief adver 
tisement supporters, says Mr 
John Bilham, advertisement man 
ager, but with a group of time- 
tables giving nation-wide cover 
age it is possible to plan large- 
scale campaigns with ease and 
exactvess. He bel eves that time 
tables are part cu'arly valuable in 
supporting the approved agents 
of branded goods 


STEAM PRINTED PAPER HANGINGS 


| 
| keopertact feature 


both of color ang Gawd 


“The + of Swe Power to the printing of Paper Hangings 9 0 very interesting and 
io ths branch ef manalectere ’ 
made ic coptrncas ‘“—* af beadred paris without a joe. ip patterns of exquuste Leauty, 

Aye dew enterprize of the Messrs cott 


1. os elated Chat by thee process papers cam be 


ERELL, the pablic of the 


West of ieiihoaiocauneums indettad, for baring pot wiles eur reach Koom ! sapere oot 
ealy improve) ia design. but se eruth cheaper than in former pears, that the myoyment of a gioely- 
Paperet 


apartment, ys lgsary within the resch of (be Lumblest mechan — Brutod Af 


jercwry. 


COTTERELL’S 
> STOCK is now replete with every variety of cheap and popular 
Paper Hangings —_—Splendid Goin, Fioce. and Giazep Papers, of 
exquisite Design ——_—_Retai) Depot—5, BRIDGE STREET, BATH. 
—— Warehouse and Factory—46, BROADMEAD, BRISTOL. 
PATTERNA, with the table to measure Rooms, forwarded Post Free 


This is Cotterell’s original advertisement, placed in 1854, and appearing 


every month since 


McC onnell s 


Advertising Service, Dublin 
held in Dublin recently 


McCullough Talks 
P.R. Policy 


Mr Donald Mct ullough, 
among whose many activities is 
a directorship of F. C. Pritchard 
Wood & Partners Ltd., addressed 
the lunch-time meeting of the 
Institute of Public Relations last 
week. Miss E. Eldod, Rad.ation 
Lid., took the chair 

Discussing the planning of a 
public relations policy, Mr 
McCullough said that the first 
Stage was" largely a matter of 
asking questions--to explain a 
complex aod boring proposition, 
the best a»-proach to which might 
well be to run an educational 
advertising campaign 

In the ensuing dircussion, Mr 
McCullough agreed that it was 
time for public relations to start 
its own public relations campaigy 
Mr. Philip Baker complained that 
advertising managers often took 
on the PRO's job without 
necessarily being competent to 
deal with it Mr. H W 
Craddock, president, Incorporated 
Advertising Managers’ Associa- 
tion, replied promptly, and tar‘ly 


The Scottish Moter Trade 
Asseciation has announced that 
it will not oremote a motor show 
in Scotland in 1950. The oresent 
intention is to oromote the 9th 
Scottish Motor Show in Glasgow 
in November 195], 
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ADVERTISER'S WEEKLY 


S.W. Electricity Board Adverti: 


Adopt Selling Role 


Advertising of the South 
Western Electricity Board this 
year will be directed almost 
exclusively at sales promotion 
Hitherto a great deal of the 
Board's publicity has been con 
cerned with information of 
prestige advertising 

At two publicity conferences 
held recently at Taunton and 
Torquay, when this was an 
nounced, district managers and 
commercial staff who operate the 
Board's 100 Service Centres were 
asked to criticise the provisional 
1950/51 advertising programme 
prepared in collaboration with 
the agents, Mather & Crowther 
Ltd 

Presenting the 1950/51 adver 
tising scheme, Mr. Donald Atkins, 
director, Mather & Crowther Ltd, 
explained that there will now be 
a closer tic-up between area-wide 
publicity controlled from head 
office. and local publicity init 
ated by district and branch staffs 

Standard stereos of advertise 
ments would be provided, incor 
porating essential artwork, and 
leaving space for wording to suit 
local requirements. 

This would provide a “visual” 
link between area-wide and loca! 
publicity, and so develop a recog 
nised style of Board advertising 

Mr. Atkins discussed basic 
prob'zms of advertisement make 
up and window display After 
commenting on photographs of 
actual Service Centre windows 
and reproductions of local adver 
tisements, whreh were projected 
on to a screen through aa epidia 
scope, he illustrated principles of 
display and advertisement make 
up 

A summary of his talk, with 
illustrations, is being prepared in 
pamphlet form for distribution 
among commercial staff 

The secretary, Mr. H. D. B 


NEWSPRINT FOR 
PERIODICALS 


The amount of additional 
newsprint reserved for periodicals 
in the period following the decon 
trol of periodicals is 5.000 tons 
and not all of this may be 
licensed, said Mr. Harold Wilson 
president of the Board of Trade 
when answering questions in the 
House last week. To maintain a 
seven-page newspaper, he added 
required 17,000 extra tons of 
newsprint 

Mr Gerald Williams MCP 
asked Mr. Wilson if he was 
aware that trade is being 
hampered considerably hecause 
of the practice of using A and B 
editions for small advertisements 
which meant that advertisers got 
only half the circulation Hy 
suid it Was do ne aL 
damage to local trade 


great dea 


Wood, who introduced Mr. Atkins 
spoke of the important part which 
publicity must play in all com 
mercial activities, and emphasised 
that the Board's endeavours to 
improve its trading position were 


“False Claims” In 
US. Smokes Ads. 


A number of leading American 
manufacturers of popular cigar 
ettes have been charged by a 
Federal Trade Commission with 
making false and misleading 
claims in their advertising, it is 
reported from Washington. Two 
firms have already been asked to 
“cease and desist” from doing so 

Examiners found that, of 43 
people who had signed testi 
monials for one brand, some did 
not smoke at all, some could not 
tell the difference between the 
brand they were recommending 
and others, some had never read 
the statements attributed to them 
until they appeared, and some 
signed statements although they 
could not read at all! 

Claims for particular brands 
that they do not irritate the 
throat, aid the digestion, create 
bodily energy, are good for 
athletes. and have a lower 
nicotine content, are countered by 
the examiners’ statement that 
they contain substantially the 
same amount of nicotine, tars 
and ammonia, and that “being 
an irritant, smoke will irritate 
disordered throats and excessive 
smoking will irritate even throats 
in a normal healthy condition’ 


ing To 


largely dependent upon the efforts 
of local commercial staffs 

The main purpose of these con 
ferences was to enable local staffs 
to comment on and criticise the 
provisional advertising pro 
gramme for 1950/51 prepared by 
head office in collaboration with 
the Board's advertising consul 
tants, Mather & Crowther Lid 


‘EXPRESS’ TROPHY 


The Daily Express is taking an 
interest in the first one-day inter 
national motor-cycling race mect 
ing to be held in this country, at 
Blandford, Dorset, on April 29 
The meeting is being organised by 
the Auto-Cycle Union, and the 
Express is presenting a trophy for 
the most important event 


FABIAN SOCIETY OPPOSE: 


Aran 13, 1980 


State T.V. Plus 
Sponsorship 


In a recent debate at the Eng 
lish Speaking Union, Mr. Ian 
Orr-Ewing, M.P.. former director 
of outside television broadcasts 
said that a state service plus an 
additional commercial service 
sponsored by advertisers, was 
needed 

Margery Fry, a former B.B.C 
governor, pointed out that com 
petition had bad results as well 
as good She mistrusted the 
altruism of big advertisers, and 
said American broadcasting wa 
unbearable 

\ News Review article state 
that enough of the evidence heard 
by the Broadcasting Committee 
of Inquiry has leaked out to make 
it seem unlikely that the charter 
would be renewed in its present 
form 


COMMERCIAL RADIO 


Commercial broadcasting for 
this country is rejected in the 
evidence given to the Broadcast 
ing Committee by the Fabian 
Society and published in 
pamphlet form this week 


The Society says “A service 
wholly financed by advertisers 
would result in the best time on 
the air being monopolised by the 
biggest businesses selling goods 
to the public, and those would 
not only provide a large propor 
tion of — the nost popular 
programmes but would be in a 
position to exercise undesirable 
influence on the general conduct 
of broadcasting 


The domination of broadcast 


Brochure In Seventeen Days 


\ striking bro 
chure, prepared in 
17 working days by 


\ Siviter Smith 
& Co Lid of 
Birmingham in 
honour of the 


visit of members 
of the American 
National Sales 
Executive invited 
by 1S.M.A has 
excited consider 
able interest 


The centre 
spread, which 
presents the 
of 25 


products 
local industries, 
each illustrated in 
L separate panel. 
folds out to double 
width to show the 
menu, toast list 
ind) seating plan 
for the commen 


itive dinner 


ing by advertisers would tend to 
result in the favouring of mass 
appeal programmes. chiefly of 
entertamment, to the detriment 
of all others 

The British public has been 
unaccustomed to the intrusion of 
advertisements in broadcast 
programmes, and it would be 
violent change im its listening 
habits to aceept 
nnouncements 


commercial 


The main objections to adver 
tising aS a source of radi 
programmes would remam even 
if advertising shared the field with 
public-service radio, either by 
having its own stations or by 
having time available on existing 
stations. Commercial radio would 
tend to monopolise the best 
broadcasters, writers and 
producers 

There are separate objections 
to the proposition that overseas 
broadcasting should be allowed 
to accept advertising whilst 
domestic broadcasting remains on 
a public-service basis.” 


. 
lliffe Journals At 
Ta 
U.S. Exhibition 

lhffe publications will be 
prominently displayed at the all 
British motor, motor cycle and 
cycle show which opens in 
the Grand Central Palace, New 
York. on Saturday Facsimile 
covers of The Autocar, British 
dutomobhiles Overseas Britisl 
Cycles and Motor Cycles Over 
seas, and the Motor Cycle will be 
featured against a photo-montag 
background measuring approx 
mately 20 feet x 6 feet. Also of 
sale will be futomobile Engir 
eer, Bus & Codch, Motor Trans 
port and Yachting World 

Show numbers of The Aut 
car and the Motor Cycle are being 
fhavn to New York to 
with the opening 


comend 
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CLUB NEWS 


1980 


Agriculture Needs P.R., 
Says Ex-Minister 


“1 think food subsidies are a 
thoroughly bad thing. Agricul 
ture has got a lot to do in 
idvertising and public relations 
© persuade the public that they 
nust pay a reasonable price for 
food,” said Mr. R. S. Hudson, 
M.P.. at a Women’s Advertising 
Club of London dinner. 

Mr. Hudson believed he was 
the first Minister of Agriculture 
to appoint a P.R.O.— Mr. Donald 
McCullough. With the sympathy 
ind co-operation of the editors of 
the London and provincial Press, 
he thought he could claim that 
hey succeeded in interpreting the 
problems of the farmer and of 
agriculture to the public 

“Ll hope that you people, with 
your skill in advertising, can put 
over the idea that agriculture is 
worth saving and should not be 
the Cinderella of industry,” he 
concluded 

Many questions were fired by 
in attendance that included, as 
guests: Messrs. C. D. Notley, 
chairman, Advertising Creative 
Circle. Anstice Brown, director, 


Liverpool 


First Issue Of New 
Journal 


Attractive make-up and fine 
printing are embodied in the first 
ssue of Stentor, the journal of the 
Liverpool and District Publicity 
Association 

Its twenty 5! in. x 9 in. glossy 
pages are cleverly illustrated, and 
the editorial content is of a high 
standard The centre spread 
comprises cartoons of some of 
the council members of the 
sssociation 


Mr. L. Skingley, house maga- 
vine editor of the General 
Electric Co., Ltd. has been 
appointed public relations officer 
to the Coventry Publicity 
Association. 


OBITUARY 


Sir Cuthbert 
Whitaker 


Sir Cuthbert Whitaker, who was 
editor of Whitaker's Almanack 
for 55 years, has died, aged 76 
knighted in 1946 for 
City of London 


He was 
Services to the 
Corporation 


Julian Mockford 


Director of Information at the 
South African High Commis- 
sioner’s Office, London, since 
1942. Mr. Julian Mockford has 
died, aged 52. From 1937-42 he 
worked at the South African 
Argus group's Fleet Street office 
In 1947 he was Government Press 
Mficer for the Royal visit to 
South Africa 


Institute of Incorporated Prac 
titioners in Advertising; Wm. € 
: manager 
Ashley 
and 
Ss 


Thiele, advertising 

Yardley & Co. Ltd 
Havinden, G. S. Warren, 

E. C. McKenzie, directors, W 
Crawford Ltd: S. H. Wright, 
chairman, S. H. Wright & Co., 
Ltd; and Lyndley Abott, copy 
director, Cecil D. Notley Adver- 
tising Ltd 


Birmingham 


Hurling Match 
Postponed 


The exhibition hurling match 
arranged by Birmingham Pub- 
licity Association, which was to 
have been held next Sunday, has 
been postponed. The match will 
take place later, when proceeds 
will be devoted to N.A.BS. 


SPEAKERS’ FINAL 


The fimal of the National 
Public Speaking Contest, in which 
three clubs and three individuals 
will complete, wili take place at 
the Waldorf Hotel, London, on 
May 2 


Poms 


Great Orators Get 
Stage Fright 


“Many of the greatest orators 
of our time have admitted to 
stage fright" before making a 
speech,” said Cmdr Alan 
Robertson- Macdonald, at a meet 
ing of the Publicity Club of 
Portsmouth and Southsea 

Mr. Macdonald, whose subject 
was “Public Speaking.” said he 
hoped that more publicity men 
would endeavour to become 
proficient in the art of oral 
persuasion 


Mr. Hal. B. Saward, director of 
Saward. Baker & Co. ltd. 
addressed Bristol and West 
Publicity Club on “Advertising 
and the Sales Manager” on 
Monday last week 


ADVERTISER'S WEEKLY 
Hall 


Value of Trade 


Journals 


ihe value of the trade journal 
to retailers was stressed by Mr 
Andrew Milne, managing direc- 
tor, Drapers’ Record and Men's 
Wear, when he addressed the Hull 
branch of the Incorporated Sales 
Managers Association, and the 
Hull Publicity Club last week 
Mr. Ellis Hopper, who presided, 
recalled that Mr. Milne was onc 
of the founders of the Hull Club 
24 years ago 


pan -——7 f 
STANDARD INKS 


Commenting on the recent 
standardisation* of four-colour 
and three-colour letterpress inks, 
when addressing Coventry Pub~ 
licity Association last week, Mr 
a Amies said the greatest 
advantage from using standard 
inks would be felt in bulk 
printing. 


VEWS ABOUT PLOPLE 


In Britain on a flying visit is 
Lawrence Radice, president of 
Colman Prentis & Varley Inc., 
who is to reinforce the activities 
of his vice president, Geoffrey 
Reynolds, Mr. Radice’s Euro- 
pean itinerary includes contacts 
with CPV associate companies in 
France and Switzerland 

Mr. Radice is satisfied with the 
progress made by his company 
in what is probably the keenest 
competitive advertising field in 
the world 

* * + 


R. W. Barnard has been ap 
pointed publicity manager of the 
Prudential Assurance Co., Ltd., 
in succession to John Rich, who 
has retired after 44 years with 
the company. Mr. Rich became 
publicity manager in 1947 

Mr. Barnard has been with 
Prudential for 30 years, and in 
the publicity department for 17 
years 


Lawrence Radice 


H. Kineston 


C. H. Kingston and A. F. L. 
Roberts have been appointed to 
the Board of T. C. Bench Ltd., 
of Hampton Hill, Middlesex 
Both have been with the company 
for some years 

Mr. Kingston joined the com- 
pany as a junior in 1919 and 
became chief copywriter, before 
war service (1943 to 1946) 
On demobilisation he became an 
account executive 

Mr. Roberts joined the com 
pany in 1930, and after war 
service became an account execu 
tive 


* * * 


Mrs. FE. J. Knapp has been 
appointed advertising manager of 
Swan & Edgar Ltd. She has 
been in the advertising depart 
ment of the firm since October, 
1948. Previously she had been 
with A. W. Newton Ltd., out- 
door advertising agents 


AF. L. Roberts 


T. C. Bench Promotes 
Kingston, Roberts 


R. W. Barnard Is 
Prudential Publicity 
Manager 


C, G. Browne, director of pub- 
licity, Brighton Corporation, who 
reaches the retiring age limit in 
July, has been invited by the Town 
Council to remain m their service 
in his present position for an ex- 
tended period to cover the 
Festival of Britain 1951, 


* * > 


A. Bernard has joined Aldridge 
Press Lid.. where he will be 
responsible for advertisement 
revenue of a number of publica- 
tions. Mr. Bernard was respon- 
sible for Kiwi Polish publicity for 
a number of years 


* . * 


Mr. Veltom will be succeeded 
manager of W. H. Smith & Sons 
newspaper dispatch department 
since 1923, is retiring on June W 

being 49 years with the 


Veltom will be suceeded 
by A. A, Abbey, who has been 
deputy manager of the depart- 
ment since 1946. Mr. Abbey first 
came to W. H,. Smith's in 1928 


. * * 


A. Day, who has been adver- 
lising manager of the Randall 
group of companies, comprising 
James H. Randall & Son Ltd., 
Randalraks Lid., and other sub- 
sidiaries, has resigned Roy 
Hardy Advertising will in future 
have responsibility for the group's 
advertising. in association with 


G. Street & Co. Lid 
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Beware The Planners 


HE representative advertising will await with 
interest further news of a proposal to set up a Consumer 
Advice Centre announced by Mr. Harold Wilson 
Nothing has yet been revealed of the line of approach being 
taken by officials working out details of the scheme, but a clear 
indication of likely Government policy was given in. the Labour 
Party's General Election manifesto which expressed the intention 
of setting up an “independent Consumer Advice Centre’, one 
function of which would be to expose “unscrupulous advertising” 


bodies of 


It is desirable that unscrupulous advertising should be exposed 
none but those who practice it would deny this, least of all those 
who are anxious that their advertising business should prosper on 
a professional plane. But would a Government-inspired organisa- 
tion contine its activities to this laudable intention’ Is there not 
a danger that a doctrinaire attitude might soon lead to a proposal 
for what is blandly termed “factual” advertising’ 

Advertising has proved its value to the nation in the process of 
economic recovery, and no one has been more willing to recognise 
this than Mr. Wilson. There is as yet, however, no indication that 
his department intends to invite trade associations to co-operate 

Information at present available suggests that the planners will 
take several months before they produce a concrete proposal, and 
that there is no prospect of early legislation. They would be well 
advised to seek the views of interested organisations at an early 
stage, for they may rest assured that there will be the sharpest 
reaction by organised advertising at the first sign of any proposal 
even hinting at a limitation of ethical practice 

Advertising has gone a long way towards putting tts own house 
in order, and ut may be relied upon to maimtain and improve 
standards of conduct without the aid of legislation 


Publicity To Aid Production 


HE offer made by the national council of the Incorporated 
Advertising Managers’ Association to send delegates to meet 
representatives of the Institute of Personnel Management for a 
discussion on ways and means of giving advice to industry on 
factory information services should be welcomed 
Addressing the Institute recently, Mr. Clive Barwell 
manager of Mullard Flectronic Products Litd., visualised two com 
mittees..one from the 1A.M.A. to advise, and the other from 
the 1.P.M. to co-ordinate) But why not a joint committee’ 
With such an advisory body in being it would be possible to 
study the whole problem of factory information. In this way, there 
might be produced a comprehensive scheme, sound and attractive 
enough to overcome the prejudices of managements still sceptical 
of the value of publicity as a means to improve relations with 
workers 


publicity 
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To-morrow’s Topics 


\ «tivecy advertising battle is 
developing in the London area 
between the big detergent manu- 
Wisk, the Lever Bros. 

product, has been 


facturers 


DETERGENT on the national 

scene for some 
BATTLE OF time. Fab (Colgate- 
LONDON Paimolive Peet), 

after sallies in the 
north. has established itself in 
London. Wisk counter-attacked 


the day after Fab’s first appear- 
ance in the London evenings, by 
offering a free packet with every 
one bought Further develop 
ments in the Fab campaign may 
he expected shortly 

in the meantime, Tide, made 
by Thomas Hedley. has left its 
testing grounds in Croydon for 
the buses of London with 
inouncements of the product's 
impending arrival. The launching 
date has not been revealed sbut it 
seems likely that Tide will follow 
the general marketing pattern of 
introduction by areas 

— —_— _— 

Seact iN the Press is an expen 
sive commodity, not, perhaps, in 
relation to the results its pur 
chase can obtain for advertisers 
93.178 but certainly in 

, 


terms of £s.d. Yet 


INCHES 4a public relations 
organisation com 
FREE! 


putes that during 

1949 it obtained 
for ws chents 93,178 inches of 
editorial space valued, at current 
advertising rates, to be worth 
t1.800.000. This success can be 
ittributed to intelligent estimation 
of news values and giving the 


right information at the right 
time 
Name of the organisation- 
Aims of Industry 
_- al -_ 
IN THIS COUNTRY, the tendency ts 
for employers and workers, 


through their associations and 
umons, to work together rather 
than to regard each 

SOWING mher as enemics. 
THE Machinery for 
negotiation is well 

WIND? established and 
icce pted Thus 
though doubtless there will again 
be industrial disputes from time 
to time, it s untkely that em 
ployers will use advertising here 
\courding to Editor and Pub 
lisher, New York, the Commun 
cations Worker of America, in 
dispute with the Bell System over 
wage increases and other contract 
matters, asked the Federal Com- 


munmcations Commission and 48 
State regulating bodies to investi 
gate what was described as a 
wave of anti-union advertising 
The Bell System. it was alleged 
bad spent over four years, 70 
millon dollars, in advertising 
some of which, in the union's 
pinion, could better have been 
spent in improving wages and 


conditions In this country 
employers have learned more 
discretion. They know that those 


who sow the wind may reap the 
whirlwind 

= = -— 
COMPILERS OF THE Ministry of 
Labour Careers Guide, which 
describes opportunities in the pro 
fessions and in business manage 


ment, should be 
WRITER complimented on 
No their choice of an 


author for the sec 
FEMINIST! uon on advertising 
This is written an 
onymously, but it is easy to see 
that the writer knows the advertis 
ing business. Only one sentence 
might perhaps provoke contro 
versy. It is as follows: “Women 
have not progressed to high 
executive positions to any great 
extent and the women who do 
hold positions of authority have 
usually reached them after being 
good private secretaries to execu 
tives.” 
— - _— 
Backroom Boy” of the publish 
ing trade is the printer's reader 
His passion for accuracy, his 


highly developed second sense, 
prevent many an 

, 
READERS error. His erudi- 


tion is often re- 
PENSIONS markable All 


APPEAL engaged in the 

production of 
newspapers, Magazines and in- 
deed any form of print, owe 


much to him and esteem him 
highly 

Sixty-two years ago was formed 

body known as the Readers’ 
Pensions Committee, with an 
object that is self-evident. Self 
help has been its principle, the 
few officials are unpaid, and it 
has done most excellent work. In 
1933, Sir Ernest Benn was chair 
man; this year his son, Mr. E 
Gilanvill Benn. occupies that 
office. and has issued the custom 
ary appeal to the trade, coupled 
with an imvitation to the annual 
dinner on May 13. No appeal 
deserves a more sympathetic and 
generous response 
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\ Remember, too, MY HOME is a full-size 
monthly magazine, with a definite home appeal. 
Very soon, its rate will simply Aave to be 
increased in line with its increased sales. 
Meanwhile, now is the time for you to prove 
its amazing value, prove too that there is no 
magazine like it for securing the confidence, 
influencing the buying habits and winning the 
lasting goodwill of mothers and housewives 
all over the country. 
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AST time I mentioned the 
advertising of Allinson’s 
Bread in these columns I 
was assailed by an extraordin- 
arily long and illiterate tirade 
of abuse from an anonymous 
correspondent who claimed to be 
a medical practitioner, and ap- 
peared to believe that he would 
have been even more successful 
as 4 practitioner of advertising 
With trepidation, therefore, | 
mention that several readers have 
begged me to taste this new 
Allinson’s copy, which they 
believe to be in very bad taste 
indeed. One reader suggests that 
the copywriter was cosh-con 
scious, and describes the boy as 
a little horror, and the inference 
drawn is that Alilinson’s sales- 
curve is going to make a steep 
and gadarene descent 
But advertising seldom or never 
has such sudden and perceptible 
effects on sales as this. One ill- 
timed piece of copy may con 
ceivably cause a few hundred 
people \ change to Hovis for a 
day or two, but only a whole 
series of equally unfortunate 
gaffes could seriously affect the 


sales of a product such as Allin- 
son's Bread. Indeed, it is con- 
ceivable that comment and con- 
versation about the advertisement 
will cause the name of the pro 
duct to stick in people's minds 
long after its connection with this 
particular affair is forgotten 
Whether the copywriter's offence 
was as dire as my correspondents 


Review of 
Advertising 
by 
COPYTASTER 


suggest is a matter of opinion 
Personally, 1 am far more 
shocked by many of the current 
advertisements for cheap cos- 
metics, toilet soaps, and denti- 
frices than by this artless attempt 
to borrow a little of the limelight 
that beats upon the gangs. If 

were the copywriter I should be 


Head Office 
MAIDSTONE 
H.R. PRATT BOORMAN 


London 
80 FLEET STREET 


'ARTHUR CLAY 


Chacun A Son Gout 


blushing more warmly for the 
forced and clumsy conversation 
about “wholewheat with all the 
goodness of golden grain in it” 
than about any accusations that 
1 was teaching the young idea 
how to shoot 

The advertisement has at- 
tracted so much attention that I 
think we must allow the visualiser 
to award himself at least a mild 
pat on the bach. I have never 
felt quite easy about preparing 
advertisements that rely entirely 
on readers’ curiosity to attract 
attention, but if one 1s committed 
to that course it must surely be 
right to use pictures that, by their 
very incompleteness, make readers 
pause and look again 

To do without any display of 
the product's name was bold; but 
once you are committed to being 
mysterious you can scarcely be 
blamed for going the whole hog 

Typographically the advertise- 
ment is admirable. There is quite 
a sizeable section of the public 
that will always read conversa- 
tional copy when they see it, and 
the typographer’s main task was 
to show at a glance that this was 
in dialogue form. He couldn't 
have done it more effectively and 
economically 


* » * 


For A CHEAP razor blade or 
after-shave lotion the headline and 
illustration of this Buk advertise 
ment (page 56) might pass muster, 
but as the approach to selling a 
product costing close to five 
pounds they are lamentably off 
hand, crude, and frivolous. Spend- 
ing that sort of money on a razor 
is no laughing matter, and a man 
is going to give it almost as much 
serious thought as he gives to 
buying a motor-car. To start the 
sale by digging him in the ribs 
is by no means the way to strike 
a sympathetic chord or to win his 
confidence 

Once it gets into its stride the 
copy is really quite good, though 
some people would say that the 
product's name is dragged in too 
often. But the suggestion that the 
Buk takes ten days before it 
begins to give really satisfactory 
shaves is a bit of a facer! Such 
frankness is the very last thing 
we ought to condemn, but surely 
it would have been equally frank 
and much less forbidding to say 


“all the Buk asks-—-like othe: 
electric razors-—is about ten days’ 
grace “ or “the beauty of the 
Buk is the way it surprises you 


with even better shaves from 
morning to morning during those 
first ten days while you are get- 
ing to know each other really 
well.” The copy in its present 
form gives me a horrid vision of 
having to go into purdah for ten 
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F oy 
a) 

More nice bread please, 
Mummy. It’s nice.” 

“ Why darling! That's the first 
time I ever knew you like some- 
thing that’s good for you.” 

“ Do ypu mean good for me, so 
I'll grow strong enough to be a 
gangster, Mummy?” 

“ Like Dick Barton, perhaps, dear. 
This is called Allinson’s bread, 
It's made from wholewheat 
with all the goodness of golden 
grain kept io it. That's why it's 
such a lovely colour,” 

“ It's not the colour, Mummy, 
It's the taste I like. Just like 
nuts. Can we have Alierton’s 
always’ 

“ Allinson’s, dear. I'll try, but it's 
not always casy to get, because 
80 many other people want it.” 

“ Can I take my gun and shoot 
them up, Mummy ?” 

“ I don't think the police would 
agree to that, Tommy.” 

“ O.K. Toots.” 

“ O.K. Batch, and don’t be late 
home from school, I'm going to 
make an Allinson cake.” 


A 


Typographically this advertise- 
ment is admirable, says Copy- 
taster. But is the copy in good 


» 


fasic 


days with a heavy stubble on my 
shave-shattered chin 

The slogan is neat enough, and 
its value as a mnemonic probably 
makes it too good to waste; but 
it also—like the sketch—has a 
cheapness and lack of dignity 
that seem sadly out of step with a 
sum like £4 19s. 9d 


* * . 


THERE IS a tip-top advertise- 
ment now running for Bourne- 
ville Cocoa, and I am asking my- 
self whether 1 have ever before 
seen advertisements based on the 
use of cocoa for cooking and 
flavouring. If not, why not? 
Women almost queue up to read 
really good recipe advertisements, 
and in most respects this is a 
model of its kind. 

The offer of a recipe book is 
made so modestly, in such very 
small type, that 1 surmise that 
Cadbury's are at present less in 
terested in distributing books than 
in testing the pulling power of 
different advertisements This 
should prove a winner, but I feel 
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Local Advertisers 
know the value > 
of their 
LOCAL 
newspaper 
in Bristol, (iene Advertisers 
regularly used the Display Columns 


of the 
BRISTOL EVENING WORLD 


Oa 


If you sell in the West-of-England, your 
business is Local, and the Local Newspaper, 
the Bristol Evening World 
should carry your advertising 


BRISTOL 
EVENING WORLD 


Controlled by Bristol United Press Ltd 

TRADE ADVERTISEMENT RATE 
I insertion 15/- per s.c. inch 
by the Advertisement Department of 
R. H. PENNEY, Advertisement 
LONDON ° E.C.4 * CENTRAL 6000 


One of the sixteen newspapers servwed 
NORTHCLIFFE NEWSPAPERS GROUP LTD 


CARMELITE HOUS! 


Director 
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Review of Advertising—continued. 


in my bones that it would be even 
more effective with a glamour 
headline 

The timing of the advertisement 
S$ surprising If anybody had 
asked me to guess what the 
Bourneville Cocoa advertising 
was like at this moment, I should 
have said without hesitation that 
it was telling people how to 
make cocoa with milk now that 
it is unrationed But | should 
have said the same about some of 
the new concentrated coffees, 
yet none of them has come up to 
expectations, so perhaps it is not 
so simple as it seems 

The typography and particu- 
larly the typesetting of the adver- 
tisement are a joy. It is a source 
of unending surprise to me that if 
you give two compositors identi- 
pieces of copy to set in 
identical spaces and types, one 
will produce a workmanlike 
setting while the other will have 
white rivers running through the 
copy, uneven spacing, sorts out 
of alignment, battered or chipped 
letters, and all the other ills that 
type is heir to. And it is invari- 
ably the second fellow whose 
proofs come to me for reading 

* * 


cal 


THe Makers of Johnson's Wax 
Polish are offering a prize of 
£1,000 for thirty words of copy 
beginning: “I prefer Johnson's 
Wax because " Theoretically 
one of the readers of this journal 

and indeed of this column 
should simply walk away with the 
prize tucked underneath his arm 
£40 a word 

As a matter of curiosity, are 
such contests usually—or ever 
won by copywriters? The old 
green Westminster Gazette's com- 


petiion many years ago was 
based on writing an advertisement 
for, I think, a completely new 
and original play called Hamiet, 
or The Prince of Denmark, and 
the guinea was carried off by a 
well-known copywriter of those 
days, But £1,000 seems too good 
to be true. 
* * * 

Never as long as I live shall 
I understand what goes on in 
the minds of people who believe 
that the millions who read daily 
newspapers could conceivably be 
interested in birthday announce- 
ments, such as a jubilation which 
has come from American Ex- 
press, world travel service. 

It is just conceivable, perhaps, 
that some demented old body will 
say, “The American Express has 
a hundredth birthday to-morrow? 
Wonderful! I shall go straight 
there and book a cruise round 
the world.” It is even possible 
that Mr. Cook or Mr. Lunn will 
send round a bunch of red roses. 
But really is it worth it? And if 
it is worth it, is there some un- 
written law that such advertise- 
ments must contain a cliché in 
every other line? There have been 
about a dozen such anniversary 
announcements in the last six 
months, none better and none 
worse than this sorry matter. 

“A century of service.” “Trust 
and confidence.” “A reputation 
for : sound business prac- 
tices.” “High standard of ser- 
vice.” Are these the clarion calls 
that will rouse newspaper readers 
to travel, adventure, and derring- 
do, or are they aged and tuneless 
phrases that should be filed care- 
fully away among the lullabies 
and the barbiturates? 
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luxury shaving all the way 
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No wonder so 
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ALL-BRITIOM ORY SHAVER 


CHILTON ELECTRIC 


with a 
} 


PaooUCcTS 


ito HUNGERFORO BERKS 


4s an approach to selling a product costing close on £5 the headline 
and illustration of this advertisement are crude and frivolous. 
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BRITISH TRANSPORT COMMISSION 


TRANSPORTATION ADVERTISING 
IN THE EAST MIDLANDS 


A VALUABLE addition has just been made to the advertising coverage already 
available to Advertisers on the buses owned by the British Transport 


Commission, extending this coverage to the East Midlands. 


From | April 1950 the Commercial Advertisement Division of the British 
Transport Commission assumed direct control of the advertising space on the 
buses and trolleybuses operated by the Midland General Omnibus Company, 
the Nottinghamshire & Derbyshire Traction Company and the Mansfield 


District Traction Company, all of which are owned by the Commission. 


The services now added cover important areas in Nottinghamshire and 


South-East Derbyshire. They add 309 to the total of 17,290 road passenger 


vehicles, operating throughout England, Scotland and Wales, on which 


; 
; 
; 


advertising is controlled by the Commission. Further additions to this coverage 
—in Lincolnshire, the Thames Valley, Gloucestershire, Monmouthshire and 


South Wales — will be announced later. 


Enquiries for all space controlled by the British Transport Commission 
should be addressed to : 


COMMERCIAL ADVERTISEMENT OFFICER 


BRITISH TRANSPORT COMMISSION 


CRANBOURN CHAMBERS, LEICESTER SQUARE STATION, LONDON, W.C.2 
TEMPLE BAR 3490 
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BRITISH ADVERTISING AGENCY FINANCE AND ACCOUNTING — 2 


Aran 


13, 1950 


J. CARERY, AGA.A., Snemgemeed Acccentens, 

continues his series of three articles giving practical 

guidance on accountancy for advertising agencies, with 
particular attention to the smaller organisations. 


NDER the general heading 
of “Production” it is 
proposed to include the 
various mechanical functions of 
block-making, foundry, type- 
setting, art-work, printing etc. 
It must be a rule that a written 
order is sent to the supplier for 
every job to be done These 
should be bound in books of 
convenient size, so that a copy 
of the order is always available 
for reference. The invoices from 
suppliers in this department are 
generally rendered with the work, 
or very soon after, and after the 
accountant has satisfied himself 
that they bear an order number, 
he passes them to the production 
manager If any that do not 
carry the agency's order number 
are returned for the omission to 
be rectified, the suppliers will 
very soon appreciate the point! 
The invoices should be 
checked on arrival as to price, 
and to see that the work is cor 
rect, And discrepancies must be 
taken up at once. When passed, 
the invoices will be grouped by 
clients, and sub-grouped by jobs 
Although practice varies consider 
ably, it is felt that most clients 
prefer to receive an invoice on 
which all the qharges for a par- 
ticular job are grouped together 
Where it is in préparation for an 
insertion or series of insertions 
in the Press, the names of the 
papers and dates of insertion can 
be quoted for the greater con 
venience of the client. It is the 
practice of some agencies to hold 
up production invoices until the 
relevant space is charged, but this 
involve an unjustified 
tying-up of working capital for 
very little advantage 
At the month-end, or as soon 
ifter as the necessary invoices 
have arrived, the drafting of 
chent’s invoices will begin 
Generally, the executive con 
cerned wil be required to ap 
prove the prices to be charged 
The actual typing of the invoices 
may be done entirely by the pro 
duction department in which 
case they will pass them, with the 
supporting purchase invoices, to 
the accountant for checking and 
despatch, or they may merely pass 
the purchase invoices, with rele 
vant information and a note of 
the prices to be charged, for the 
typing to be done by the 
department 
Process and foundry work will 


seems to 


rccounts 


of course, be charged at the 
Federation rates, the agency re- 
ceiving the appropriate commis 
sion for its services. If art-work 
is charged on a “Net” basis to 
the agency, it must be grossed up 
to provide the normal agency 
discount. Print jobs are generally 
quoted for, so that the question 
of invoice price is already settled 
except for any excessive author's 
corrections and perhaps copies 
“run-on” at the same time 

The same priorities as applied 
to Space invoices must, of course 
be given to the production ones 

After each invoice is typed, the 
serial number should be endorsed 
on the supporting purchase in 
voices, and the details of them 
endorsed on the copy invoice 
This provides a ready means of 
reference to any required infor 
mation should the need arise, as 
in practice it often does The 
suppliers’ invoices will then be 
discounted, where necessary, and 
passed for entry. Here again, it 
is very desirable to group them 
by suppliers, and enter only the 
net monthly total 


Work In Progress 


At the end of every month 
there will inevitably be a certain 
number of invoices which cannot 
for various reasons be charged 
out immediately. In the interests 
of good financial management 
these must be kept to the abso 
lute minimum. All such invoices 
must be returned to the account 
amt for recording as Work-in 
Progress, after which they can be 
put back in the job files 

This monthly checking of 
Work-in-Progress, which is re 
quired for the preparation of a 
monthly Profit and Loss Account 
as well as for the checking of 
creditors’ statements, has another 
valuable use. When analysed by 
months of origin, it enables the 
management to watch for any un 


usual delay in char and 
to take steps to minimise it. It 
must be remembered that sup- 


pliers have to be paid for all 
such work, and it is therefore a 
direct drain on the working 
capital 
Studio 

If the agency employs its own 
staff artist. he should be consti 
tuted into a separate section of 
the Production Department. From 
the figures of salary, proportion 


Accounting For Production: The Annual 


Budget: Profit And Loss Account 


of establishment 
materials, etc 


charges, 
, an hourly rate fox 
his services can be calculated 
Allowance must be made for 
holidays and idle time, and a 
profit element added 
Requisitions or orders should 
be made out by the production 
department, specifying the work 


to be done, and these will be 
returned with the work, endorsed 
with the time spent. The cost can 
then be calculated, and the re- 
quisition is thereafter treated as 
an invoice from the Studio to 
Production. It must be seen tha! 
the costs so determined are not 
excessive when compared with 


FIG. 4.-SUGGESTED FORM FOR PROFIT AND LOSS 
ACCOUNT 


7 months to 31st July, 1950 
SPACE ACCOUNT 


Total 
Sales 
Purchases 
Gross Profit 


Expenses of Space-Buying and 
Vouchering (°(, of Purchases) 


Profit on Space 


°. of Gross Profit to Sales 


A B € D 


PRODUCTION ACCOUNT 


Sales 

Purchases 

Gross Profit 

Expenses of Production Dept. 
Profit on Production 


*. of Gross Profit to Sales 


PROFIT AND LOSS ACCOUNT 


Profit on Space 
Profit on Production 
TOTAL 


Direct Expenses-Executives 
Salaries & Commission 


Proportion of Rent et 
Travelling & Entertaining 
Sundry Expenses 

Total 

Overhead Expenses 

TOTAL EXPENSES 

Profit or Loss to date 


TOTAL, as above 
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THE JATLER, Summer Number 
WILL BE A WINNER! OUT ON MAY 31, 


IT WILL APPEAR RIGHT AT THE HEIGHT 
OF THE SUMMER SEASON. TATLER 


READERS HAVE THE 'WHEREWITHAL” 
AND ARE CONTENT WITH NOTHING BUT 
THE BEST. AN AD. IN THE TATLER 
SUMMER NUMBER IS A SAFE BET! 


BOOKINGS ARE ALREADY HEAVY; SO, PLEASE LET ME KNOW YOUR REQUIREMENTS EARLY: 
W. T. CARPENTER, Advertisement Manager, Commonwealth House, New Oxford Street, London, W.C.1 HOL. 6955 
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Agency Finance and Accounting — 2 


READERS for sale 
—not GLANCERS 


With a 15,000,000 world sale as 

proof of its unique appeal, 
THE READER'S DIGEST 

now offers advertising space in its 

BRITISH EDITION 


ITH the end of paper-rationing for magazines, 
the British edition of The Reader's Digest can 
now offer, on favourable guaranteed terms, ad- 
vertising space in & magazine whose editorial policy of 


lishing history. 


concentrating wholly on reader-interest has made pub- 


Here are the facts about an extraordinarily powerful 
advertising medium: 


@ The Reader's Digest was the 
first in its field. In its 28 years of 
history it has had many imitators, 
but no serious competitor. The 


from 


an average of 400,000 for the first 
6 months, 
Conservative estimates give at 
least 5 readers per copy, making a 


April, 1950 


original American edition was an minimum total readership of 
immediate success, anditsmonth- 2,000,000. This is almost entirely 
ly sale has now swollen to over concentrated in the United 
9 million. There are in addition 21 Kingdom. 


international editions, published 
in Il languages, which bring 
the total sale to 15,000,000 in 
more than 30 countries! All edi- 
tions except the American now 
carry advertising. 


and B 


4 Readership includes slightly 
more men than women, with a 
strong tendency towards the A 
income groups 
prominent advertisers are already 


Many 


taking advantage of this import- 


2 Themagazine with this world’s 
record sale is composed almost 
entirely of reading matter. People 
don't buy The Reader's Digest 
just to glance at the pictures 


there are hardly any. They buy it and 


to read, mark, and learn-—with 
the result that the advertising, too, 
gets careful, leisured attention, 


ant coverage. 


& Printing is by rotogravure on 
high-grade paper, making pos- 
sible all forms of black-and-white 
two-colour 
The basic rate is £275 per page, 
black-and-white ; 
colour, No special position rates 


advertisements 


£310, two- 


positions are rotated, and adver- 


3 The British edition has been 
held back by paper restrictions. 
It is now going ahead fast. Net 
sale guaranteed to advertisers is 


For space in both 
BRITISH EDITION and INTERNATIONAL EDITIONS 


write to the Advertisement Department, 


™ Reader's Digest 


PREMIER HOUSE, HATTON 


Telephone Holborn 8601 


GARDEN, 


Telegrams 


tisers get all in turn. Mininum 
size, § page. Discounts 
15°, ; twelve-insertion 10°, ; six- 
insertion 5%; 


agency 


cash 2%. 


LONDON, E.C.1 


Readigest, London 


_Z 


the charges of outside studios 
The cost of any work rejected by 
the production manager as not 
up to standard or complying 
with the order, must be borne by 
the studio, to ensure a true posi- 
tion being shown 

A separate Studio Profit and 
Loss Account can then be pre 
pared, crediting the value of work 
done, and debiting all the appro- 
priate charges, including rejected 
work 


The Budget 


It is highly desirable for a 
Budget to be prepared for each 
accounting year. The amount of 
detail which will be incorporated 
will depend on the circumstances 
of the agency. It may vary from 
a simple statement of expected 
turnover on the basis of present 
clients and any certain new 
comers, with the expected costs 
of earning that turnover. to a 
highly analysed form of Budge’. 
with details of each client worked 
out, both as regards turnover and 
costs, and with columns for, say. 
quarterly adjustments, Wherever 
between these two a particular 
budget lies, comparisons should 
be made between the budget and 
the actual figures as shown by the 
periodical profit and loss 
accounts. Any marked differences 
must be promptly investigated 
The ideal should be a monthly 
profit and loss account. 


Debtors 


The space and production sales 
invoices will be entered in the 
Sales Day Book (whieh gives the 
monthly turnover total) and 
posted from there to the Sales 
Ledger. From this book are pre- 
pared the monthly statements, 
and this work should follow the 
actual preparation of the invoices 
as quickly as possible 

When an account is overdue, a 
personal letter from the accoun- 
tant should accompany the state- 
ment, a copy being sent to the 
executive. 

Cheques received from clients 
must be recorded daily. and the 
use of a combined Receipt and 
Cash Book for this purpose will 
save some time every day A 
sheet of carbon paper under the 
receipts will produce the Cash 
Received Book at the same opera- 
tion as writing the receipts. This 
also cuts out the risk of trans 
cription errors, and, where actual 
cash is handled, reduces the risk 
of fraud The items should be 
posted daily to the Sales Ledger 


Expenses 


The analysis of expenses must 
be in accordance with the type of 
profit and loss account which it 's 
desired to produce Subject to 
this, the entries in the books will 
follow normal commercial prac 
tice, and call for no specialised 
comment 


Creditors 


The payment of suppliers’ 
accounts is a matter which must 
receive regular attention. Inser- 
tions In newspapers covered by 


“the N.P.A. agreement must be 


paid for by the 1Sth of the month 
following insertion, and most 
other suppliers will insist on pay- 
ment within one month of the 
month-end. In certain cases dis- 
count may be forfeited for late- 
payment. When a fair number of 
accounts have to be paid, the 
adoption of the Traders Cretit 
System will save time and money. 

For the benefit of those not 
acquainted with it, it can be said 
briefly that instead of writing out, 
signing and despatching a separ- 
ate cheque to each creditor, a list 
of the amounts to be paid is sent 
to the payer's bank, with tyred 
advices and one cheque for the 
total to be disbursed. A copy of 
this list (prepared by carbon 
paper) serves as the Cash Perid 
Book, cutting out the operation 
of writing up the Cash Book. 


Profit And Loss 


If more than one executive is 
engaged, it is quite a simple 
matter to analyse the profit and 
loss account to show the financial 
results of the operations of each 
one. This is particularly impor- 
tant where clients, introduced by 
the executives, are enjoying dif- 
ferent bases of charge. The analy- 
sis is done basically by break- 
ing down the sales, purchases and 
expenses to columns for the 
executives céncerned. Each one 
is allotted a code letter or num- 
ber, which appears on all 
invoices, etc., relating to clients. 

A suggested form of Profit and 
Loss Account, designed to show 
the results of each department 
and of each executive, is given at 
fig. 4. The precise basis of allo- 
cation of the various types of 
indirect expenses to the execu- 
tives will depend on the facts of 
each case. Space-buying could 
theoretically be done best on the 

asis of orders issued, and 

vouchering on the basis of. inser- 
tions vouched. In practice, how- 
ever, these might well prove too 
cumbersome to calculate, and the 
basis of space purchased is sug- 
gested as a reasonable alterna- 
tive. Similar considerations ap- 
ply to the expenses of the Produc- 
tion Department. 

The genera] overhead expenses 
(which will include such items as 
the cost of the Accounts Depart- 
ment, Telephonist, Postage, Tele- 
phone, Stationery, etc.) must of 
necessity be allocated on an 
arbitrary basis, and either total 
sales or purchases is suggested 
The latter is probably fairer, since 
it does not penalise the executive 
who manages to get a higher ser- 
vice fee from his clients 

Normal percentages will soon 
become apparent for each stage 
of the account, and any deviation 
can be investigated if it is 
adverse, early steps can be taken 
to remedy the cause 
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J.P. McNulty, Managing Director 
of J. P. McNulty & Company. 


Most Sunday mornings when 

the weather is fine, a tall tweeded 

figure can be seen striding over 

Wimbledon Common. It is 

Joseph Patrick McNulty, one- 

time maths master, waiter, movie extra, accountant, 
hotelier, journalist and merchandise manager, working up 
an appetite for lunch. 

Lunch enjoyably done with, McNulty, whose far- 
flung experiences make him one of advertising ’s outstand- 
ing personalities, settles back for an afternoon of good 
smoking, good talking and good drinking with the guests 
who are seldom absent from his house at weekends. It 
would be a strange Irishman who hadn't the gift for talk- 
ing. McNulty does more than talk—he entertains. His 
was the famous Yo-Yo campaign which sold ten million 
toys to children and adults alike in a few weeks, and his 
views on advertising would make a sound textbook for 
the budding copywriter. 

For all that he is no believer in hard and fast 
rules. “There are no rules*’ he says, “Every job must 
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be measured on its own, But 

every copywriter should make 

a vow not to murder or 

maim the English language."’ 

On the question of media, 

however, his views are pronounced. Says McNulty “You 
ask me what I think of the Daily Mirror. Well now, I'ma 


mathematician and I'm also an advertising man. Put two ” 


and two together and you know why I recommend thé 

Mirror to,so many of my clients."’ 4 
And putting these two facts together it’s not hard 

to see his point: 

(1) The Daily Mirror's average daily net sale of over 

4,547,000 is the largest in the world. 

(2) The Daily Mirror’s space rate of ‘78d.*per inch 

per thousand is lower than that of any other National 

daily. 


Daily Mirror 


THE LARGEST OAILY NET SALE IN THE WORLD 
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We believe that you will be impressed by 

A eo the names of leading advertisers listed in 
1S a booklet we have recently published. 
Therein you will find, in product 
categories, over 400 advertisers who 
know that for a reasonable expenditure 
they get uncluttered attention value —- 


and results in sales. For over half-a- 
e century The SPHERE bas been a medium 
worthy of a top position on schedules for 
quality merchandise. To use it to-day is 
good business and wise spending; for 
The SPHERE gives yeu coverage abso- 
4 lutely without waste. 
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Frank J. DUNN, Advertisement Manager 


Commonwealth House, New Oxford Street, London, W.C. Holborn 6955 
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The Press At The Service 
Of The Advertiser 


HERE was a time in the 

field of advertising when the 
attitude of media to the pro- 
spective advertiser was “‘How 
much advertising can we sell 
him?" They based their whole 
case on catching the attention of 
the advertiser, and it was not 
until later that they realised that 
this was not enough; that it was 
necessary also to give the adver- 
tiser some kind of service. 

At this point, the second stage 
of development in the relation- 
ship between advertisers and 
media was reached. The Press, 
especially, started to realise that 
unless they gave some details of 
circulation, readership, etc., 
they would not succeed in inter- 
esting the advertisers 

Now we are reaching the third 
Stage in the development of 
relations between advertisers and 
the Press, and | feel that the 
activities of the Canadian Daily 
Newspapers Association, which 
is composed of all daily news- 
paper publishers in Canada, is 
worthy of comment and encour- 
agement. 

This group has reached the 
Stage where great emphasis is 
laid on the results obtained by 
advertisers from their advertis- 
ing in the Canadian market 
They don't want only to get the 
advertisers’ orders; they want the 
advertisers to be satisfied with 
their advertising expenditure. 

With this in view, the Asso- 
ciation produces a great deal of 
material of assistance to the 
advertiser. This is in the form 
of market data, merchandising 
information, studies of what 
people buy—the brands t\zy 
prefer, and where they bu’, etc., 
etc, 


Consumer Survey 
Tests Markets 


The most important of these 
studies designed to guide the 
advertiser before he buys any 
advertising, is the Canadian 
Consumer Survey, which is 
produced every two years. The 
1949 edition is a book of more 
than 200 pages which gives data 
from the principal city markets 
dealing with 240 products, rang- 
ing from food and food products 
to household furnishings, sports 
goods, telephone equipment, 
toilet requisites for men, clothing, 
etc. Any advertiser wanting to 


get his share of the toilet soap 
market in Canada, for example, 
may, through this Consumer 
Survey, have a fairly adequate 
idea of the potential market, how 
it is split between the various 
Canadian provinces, and what 
share the leading soap manufac- 
turers have between them. 


By PAUL BARATTE 


International Advertising Consultant, London 


This definitely saves the adver- 
tiser’s money—first, on market 
research and second, because he 
will not spend his money blindly. 

In the interests of improving 
trade relations abroad, the 1949 
edition of the Canadian Con- 
sumer Survey includes a special 
supplement—"“A Survey on the 
Demand for Imported Merchan- 
dise in Canada”—which tries to 
make clear the feelings of the 
average Canadian consumer with 
regard to prices, styles, quality, 
packaging, etc., of goods manu- 
factured in Canada, as compared 
with American or British goods. 
Also, the Survey attempts to find 
out if Canadians have asked 
particularly for British or 
American goods, and whether 
they remember the brand names. 


Co-ordinating Displays 
With Advertising 


On the basis that no advertising 
campaign can succeed unless the 
merchandise is readily avail- 
able, the distribution of goods 
advertised is checked Two 
regular stock checks are made 
each year on drug products and 
grocery products, and, on request, 
many special stock checks are 
made throughout the year. 

The Association gives assist- 
ance also in the co-ordination of 
window displays with the adver- 
tising This service also is free. 

Furthermore, in the case of the 
British advertiser, or would-be 
advertiser, not only is all of this 
free service offered as a matter 
of course, but advertisers have 
practically at their disposal in 
Great Britain members of the 
staff of the Association for two 
months cach year. | 
Macdonald, general manager, and 
Duncan Maclnnes, director of 
research, have been in Great 
Britain for two months this year 
again, for the principal purpose 
of giving particulars of the 
Canadian market 

Consequently, the whole 
process of merchandising can 
almost be completed through the 
services of the Association, from 
the appointment of the right type 
of agent, the checking of distri- 
bution, the evaluation of the 
individual markets, the advertis- 
ing campaign, and the display of 
merchandise in association with 
the advertising campaign 

We do not know, of course, 
how much that service to the 
advertiser costs the Canadian 
Daily Newspapers Association, 
but we have to realise that each 
dollar spent on advertising space 
in Canadian daily newspapers is 
not only covering the space 
actually bought, but also a fair 
amount of service. 
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Retouching for fine and 
coarse screen half-tones... 


A PHOTOGRAPH SHOULD be retouched or a wash drawin 
prepared with the quality of the final reproduction in mind. 
This varies with the screen used. The most effective 
reproduction is achieved when originals are especially 
prepared. We demonstrate below the danger of using one 
original for both fine and coarse screen work. Retouching 
compensates for loss of detail and it is important that the 
retoucher is instructed to work to achieve specific tonal 
values according to the quality of the screen specified. 


43 


Top Left: A fine photograph untouched 
reproduces well in 100 line screen; the same 
photograph in 55 line screen top right suffers 
loss of detail and results in total lack of tonal 
contrast. 


~~ 


Bottom Left : The same photograph retouched 
for coarse screen reproduction looks artificial 
in 100 line screen but in 55 line screen, 


possesses contrast suitable for newspaper 
reproduction and has a natural appearance. 


LONDON ‘ 

Standard House, Farringdon St., London, 
E.C.4, Telephone ; CENtral 2020. 
BIRMINGHAM 

65 Livery St., Birmingham, 3. Telephone : 
CENrtral 7971]. 

BRISTOL 

669/671 Fishponds Road, Bristol. Tele- 
phone : FISHPONDS $5373/4. 
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Technical Publicity: Policy and Practice 
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TRADE & TECHNICAL ADVERTISING 


Arai 13, 1950 


Space Standardisation Is An Essential 


In this month’s article on the policy and 


of technical 


advertising, J. H. MILLER - WHEELER, M.I.A.M.A., 


A.M.LE.S., 


manager 
engineers, Glasgow, says the ctandaréication of 
is the most important need of the technical advertiser ; it 


Drysdale & Co., Ltd., 
sizes 


is, he asserts, economically essential. 


HE standardisation of 
space sizes is undoubtedly 
the most important need 
of the technical advertiser; 
economically it is essential. 
Glance at the illustration. It 
shows a selection of space sizes, 
by no means comprehensive, 
which practically every technical 
advertiser must use and use con- 
currently at that. If ever ration- 
alisation was called for it is here 
There appears to be no logical 
reason why this infinite variety 
of sizes should exist, except per- 
haps as an expression of the 
individuality of the publisher, 
and while this may be a perfectly 
valid and laudible reason in itself, 
it ceases to be so when the cumu- 
lative effect produces an econ- 
omic factor 
That this economic factor is 
most important to the technical 
advertiser, especially those with 
small and medium sized appro- 
priations, has long been realised, 
but only by the advertiser 


The Economic 


Aspect 
The pros and cons of the 
economic aspect have already 


been examined in these columns 
by previous contributors, and it 
is only necessary to state here 
that the cost of filling space is 


the controlling factor in most 
technical accounts and not the 
space rates. This cost may 


absorb an average 25 to 30 per 
cent of the appropriation and in 
some cases even mofe The 
effect of this is, of course, a 
limitation of space buying, an 


aspect of which apparently has 
escaped the notice of a large 
section of the trade and techni 
cal Press. Stated plainly, non 
standardisation means high pro 
duction costs which in turn 
means less space bought This 
is entirely unsatisfactory to the 
advertiser who naturally wants 


40/41 comoutt St., LONDON, wai. 


the maximum amount of cover- 
age that can be squeezed out of 
the appropriation. For obvious 
reasons it should also be unsatis- 
factory to the trade and technical 
Press 

It cannot be denied that pro- 
gress has been made in this 
direction since the LS.B.A. stated 
the case for standardisation, All 
credit is due to those publishers 
who have adopted the standards, 
but in spite of excellent example 
shown by those progressive pub- 
lishers, there is no_ indication 
that the rest of the Press will 
follow suit. 

The trade and technical Press 
have not accepted the case for 
standardisation in principle and 
the process so far has been 
largely an ad hoe affair. No 
obligation rests on any publisher 
even to recognise the existence of 
the case, far less to adopt the 
standards. In other words, there 
is no agreement on standardisa- 
tion notwithstanding the efforts 
of the LS.B.A. for over a quarter 
of a century. 

In 1945 the Council of the 
lrade and Technical Press issued 
4 memorandum setting forth the 
function of the trade and techni- 
cal Press in relation to industry, 
the vital role they play in the 
economy of the country, and 
what they required from the 
Government. 

This very creditable and 
reasonable document, with which 
no technical advertiser could dis- 
agree, concluded with the follow- 
ing words 

“Those conducting technical 
and trade journals are fully 
alive to their responsibilities 

They are aware that old 

standards will not necessarily 

serve. They are determined to 
make the British technical and 
trade Press the best in the 
world, knowing full well that 
nothing less will suffice, They 
are confident that this can be 
achieved, given freedom from 


Townend- uuth 


advertising — 
PHOWE: REGENT 2600. 


existing handicaps and proper 

appreciation by the Govern- 

ment of the immense influence 
wielded by their publications. 

They know that in return there 

is a great contribution which 

they can make toward re- 
establishing the pre-eminence 
of Great Britain's position in 

the economic structure of a 

world at peace.” 

Yet nowhere in the memor 
andum was there any reference 
to the standardisation of space 
sizes or even the faintest indica- 
tion that the Council was even 
aware of the question or that the 
advertiser had any problems at 
all. 


Difficulties 
Removed 


In 1946 a joint committee of 
the B.E.A., B.E.A.M.A. supported 
by the LS.B.A., issued a memo- 
randum on The Purchase of Ad- 
vertising Space in Trade and 
Technical Journals. This briefly 
stated what was required of the 


Press and dealt with cover pages, 
make up, editorial content, space 
sizes, advertisements, rates, cir- 
culation and free issues. An 
equally reasonable document, and 
one which following so closely on 
that of the Press, should have 
evoked some response. 

Since these memoranda were 
issued a number of the difficulties 
under which the trade and tech- 
nical Press were labouring have 
been removed, and let it be 
readily admitted that the Press 
have problems. But, notwith- 
standing the passage of over four 
years, there is still no recognition 
of the advertiser's problem. 

It is true that some improve- 
ments have been made by the 
Press, particularly in design stan- 
dards, layout and typography, 
but even here, in spite of their 
memorandum, progress has been 
so slow that the Penrose Annual 
has been constrained to engage in 
some straight talking on the sub- 
ject. 

It is difficult to avoid the im- 
pression that the trade and tech- 


This illustration shows a selection of space 


advertiser must 
called for it 


every technical 


PUT A NEW SPARKLE INTO YOUR 
ADVERTISING—MAKE ALLOCATIONS 
GO FURTHER .. 


sizes which practically 
use. If ever rationalisation was 
is here. 


. it will cost you no more! 
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HE TRADE PAPER WITH — 
A LARGER NET PAID 
CIRCULATION THAN, 
OTHER BRITISH 
MEN'S WEAR 
PUBLICATION 
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the paint 


manufacturer 


Roller Mills, Ball Mills, Edge Runners, Centrifuges, 


Emulsifiers, Mixing Machines, Filling Machines, 


Pumps, Filtration Plant, Filter Papers, 


Laboratory Equipment, Lifting Appliances, 


Fire Fighting Equipment, Drums and other containers, 


Oils, Colours, Resins, Chemicals, China Clay, 


Slate Powder, Steel Storage Equipment, 
Electric Trucks,£ Labels, Colour Cards. 


---through his 


journal 


PAINT, OIL & COLOUR JOURNAL 


Rate card and full particulars from: 8 Ludgate Broadway, London, E.C 4 


ESTABLISHED 79 YEARS 


Is it Building 


or Civil Engineering ? 


With the removal of newsprint restrictions 
the already large circulation of this building 
and civil engineering newspaper is jumping 
by thousands cach month. More and more 
hundreds of contractors and others connected 
with those industries are now able to buy 
their very own weekly the one that special- 
ises im presenting a comprehensive survey of 
the present and future in the Building and 
Civil Engineering Woeld. 


* 


The National Weekly 
Independent and 
Non-Politiceal News- 
paper with a record 
of 80 years service to 
the Industry. 


* 


LABOUR NEWS 
PUBLIC WORKS & 
BUILDING WEEKLY 


69 FLEET STREET, LONDON, E.C.4. TEL. CENTRAL 1328, 3426 
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Space Standardisation An Essential —continued 


Aprit 13, 1950 


nical Press appear to be allergic 
to standardisation, even in the 
telatively simple and straight- 
forward matter of rate cards they 
appear unwilling to co-operate 

There is no question that the 
trade and technical Press is in- 
dispensable to industry, but the 
reverse is equally true 
degree of interdependability 
equally balanced, except that 
industry is also the advertiser 
and the reader and pays for both, 
a factor which the Press should 
bear in mind 

Morally and ethically industry 
as the advertiser is entitled to 
demand as a right that space 
sizes be standardised, and it is 
incumbent upon the trade and 
technical Press to meet such a 
demand as quickly as circum- 
Stances permit 

That is not to say that a 
demarché should be made on this 
section of the Press, but the time 
has been reached when the Press 
should accept the principle of 
Standardisation and agree to 
come to the conference table and 
work out a national agreement 

It would be a wonderful ges- 
ture on the part of the trade and 
technical Press, and in keeping 
with their declared sentiments, if 


they took the initiative in this 
matter. 

Failing such a gesture, the 
1.S.B.A, should convene a joint 
committee representing the 
B.E.A., B.E.A.M.A., the A.A., 
L1.P.A. and LA.M.A. to open 
negotiations with the Press for 
the purpose of concluding a 
national agreement on standardis- 
ation of space sizes. In addition 
the British Standards Institute 
should be approached with the 
view of making the standards 
agreed upon official. 

The technical advertiser has in 
the field of his production wisely 
and logically pursued a policy of 
standardisation as a means of 
reducing costs and increasing 
efficiency. 

The printing and publishing 
trade has followed a similar 
policy, as also has the paper 
trade. 

Why then, having dealt so 
efficiently and sensibly with the 
raw material and tools of their 
respective industries, is a chaotic 
and illogical situation permitted 
to exist when the three elements 
are brought together in the pro- 
duction of a technical journal? 
Let us have consistency and co- 
operation 


Outstanding Promotion Pieces 


NEW presentation booklet 
in two-colours for British 
Industrial Equipment, an export 
journal with a world-wide mar- 
keting service, publicises its 
umique and comprehensive free 
personal service for export manu- 
facturers and overseas buying 
executives 
After describing in attractively 
presented form the facilities of a 
bureau with the object of stimu- 
lating overseas buyer-interest in 
British products, the brochure 
outlines the media value of a 
journal which reaches an audi- 
ence including more than 27.000 
buyers of British industrial plant, 
machinery, tools, materials and 
aCeessor;ries 
Illustrations include a world 
market map indicating the many 
parts of the world covered by 
overseas readership. 
* * . 


AN impressive technical 
x promotion piece published 
by The Harland Engineering Co., 
Ltd., to advertise a new type of 
power station boiler feed pump, 
iS a first-rate example of the type 
of publicity matter appropriate to 
an engineering product. In ad- 
dition to being a “sales-forcer,” 
it is in part an instruction manual 

One section provides the ker- 
nel, as it were, to the whole 
brochure, Here the reader can, 
through the medium of section- 
alised illustrations, printed on 
transparent film sheets, study 
constructional details of the 


pump. Layout. design, drawing, 
and lettering of this outstanding 
piece of British advertising is the 
work of Leslie Knight, publicity 
manager of The Harland Engin- 
eering Co., Ltd., Alloa. 


. * . 


WO-COLOUR leaflet, pro- 

duced for E. H. Jones 
(Machine Tools) Ltd. by Rath- 
bone Publicity Ltd. describes a 
Model 2D Rotary Head Milling 
Machine. The second colour is 
blue, and this adds eye-appeal to 
an attractive folder which tells 
the complete technical story with 
the aid of lavish illustrations. 


* * * 


OOKLET issued by Stone- 

ham & Kirk, London, Print 
With A Purpose, gives examples 
of work undertaken in the field 
of technical advertising and sales 
promotion. 

There are sections showing 
“when pictures are better than 
words” and “how to get results 
from the trade and _ technical 
papers.” 

* * * 


TTRACTIVE folder has 

been produced to describe 
the two latest improvements to 
Chaseside Mobile Mechanical 
Handling Equipment (manufac- 
tured by Chaseside Engineering 
Co., Ltd., Hertford). Clear illus- 
trations with technically adequate 
captions, complete an attractive 
production 
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May issue 


Every issue of “* Light Metals" 
is read by executives and technolo- 
gists and kept for reference in 
regard to the production, processing 
and use of light alloys. The May B.LF. 
Issue of ** Light Metals "* will contain 
a preview of all the exhibits incor- 
porating light alloys and a report on 
the utilization of light alloys in this 
cross-section of British Industry. 
Early space reservation in this 


important number is 


recommended. 


RN 
1 NR sertiscataag, 
~ 


In “‘ Overseas Engineer " for 
June there will be a comprehen- 
sive report on all exhibits at the 

B.1.F. which relate to engineering. 
This issue will be in demand for its 

usual authoritative features and 
articles—and for its special value as 


& 
Review a permanent source of reference 


d P . regarding B.1.F. Exhibits. A further 
an review valuable feature of the June issue 


of the Toronto ° will be the section devoted to a 


preview of the Canadian Indus- 


International trial Trade Fair in Toronté 


Trade Fair from May 29th - 
June 9h. 
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FTRADE & TECHNICAL ADVERTISING 


Industries Planning Joint Publicity 


HE tendency reported 
upon in last month's article 
on the Trade Press for 


various industries to think in 
terms of joint publicity cam- 
paigns in order to boost business 
now that the buyer's market is 
rapidly coming to an end—in 
fact has already done so in some 
cases—is gaining considerable 
impetus judging by reports and 
references in trade journals 
during the past month. 

In the fur trade, probably 
hardest hit of any by Purchase 
Tax, a definite move is afoot to 
organise a publicity scheme on 
a co-operative basis. Drapers 
Record (March 4) ~ that 
an inaugural meeting of a general 
joint publicity committee of all 
associations connected with the 
fur trade is expected to be held 
in the near future for the purpose 
of promoting greater publicity 
for furs. The initial move was 
made by the London Fur Trade 
Association, which has already 
approached a number of other 

| organisations for their co- 
operation These include 
British Fur Trade Alliance, Fur 
Trade Export Group, Retail Fur 
Trade Association and the 
Wholesale Textile Association 
Then, in the March 18 issue of 
this journal is the news that the 
Ulster Parliament has approved a 
' grant of £20,000 for a publicity 
campaign for Irish linen in the 
U.S.A, In advocating it, the 
Minister for Commerce (Mr 
W, V. McCleery) is reported to 
have impressed M.P.s with the 
necessity to secure the maximum 
) benefit from devaluation and to 
| impress the name and quality of 
~ linen on the minds of the 


aA 


a RIOR OE Ym I 


people of America 
*. * * 


HE necessity for an advertis- 

ing campaign to stimulate 
fruit catitg—and another for 
flower sales promotion was 
advocated strongly in several 
issues of the Fruit, Flower and 
Veeetable Trades’ Journal \ast 


Campaigns 


In this article SCRUTINEER examines a tendency for 

various industries to think in terms of joint publicity 

campaigns to boost business. He has found evidence in the 

trade Press of schemes involving furs, food, flowers and 
footwear. 


month Mr. W. D. Mardon, 
public relations officer of the 
Plymouth and District branch of 
the Retail Fruit Trade Federation, 
declared at the annual meeting 
at Plymouth (March 11! issue) 
that the Federation would 
certainly have to consider 
embarking on an advertising 
campaign to stimulate the fruit 
eating habit, 

In the same issue he is backed 
up by Mr. C. L. Boynton, former 
president of the National Feder 
ation of Fruit and Potato Trades, 
who suggested in a talk to the 
Cambridgeshire producers’ con- 
ference, that all sections of the 
trade should take advantage of 
the pronouncements made at the 
Hot Springs Conference of 1943 
when it was stated that Great 
Britain was the second lowest 
fruit and vegetable consumer in 
the world, and that her fruit 
consumption should be increased 
by 75 per cent and vegetables by 
70 per cent. This should be the 
basis of an extensive national 
advertising campaign 

At Maidstone (March 18 issue) 
Mr. Fred Friday, a Canterbury 
wholesaler, regretting that better 
means of distribution of the 
poorer types of produce could 
not be found, said he still felt 
that advertising on a national 
scale merited further considera 
tion. He reminded his listeners 
of the undoubted success of the 
‘Eat More Fruit” campaign 

Possibilities of a national 
scheme for the flower industry 
has already been investigated by 
a committee appointed the 
British Flower Industry Asso 
cation (February 25 issue) The 


by 


METALS 


ORES 


SCRAP 


Essentially a paper for Executives 


For further particulars and Rote Card apply :-— 
Advertisement Manager, Birkett House, 


27, Albemarle St., London, W | 


Phone: REG. 5805 


committee reported, however, 
that its investigation did not 
indicate a sufficient degree of 
support at the moment, but felt 
that the need to publicise flowers 
and plants to maintain and widen 
the demand was generally realised 
and being actively pursued by 
trade bodies, each in their sphere. 

This journal, by the way, is 
planning, in conjunction with the 
Netherlands Government, a four 
days’ air trip for readers to 
Holland to visit production 
centres, auction rooms and export 
centres. Flight is to be made on 
the morning of April 13, returning 
on April 16. Special conference 
issues of the paper are planned, 
too—for May 6 and May 20. 
Both are to contain many special 
features in addition to conference 
reports. 


* » - 


BIG promotional campaign 

to sell British footwear on 
the American market is envisaged 
in the report of a mission sent 
to U.S.A. by the Export Corpora- 
tion and published in Shoe and 
Leather Record (March 16). The 
mission states: “Assuming that 
devaluation gives British foot- 
wear a better chance on the 
American market and that an 
adequate stockholding scheme 
gives the American buyer the 
service he needs, the British effort 
must remain at a grave disadvan- 
tage in competing with domestic 
merchandise unless a substantial 
promotional campaign is initiated 


This is the trophy offered by the 
“Tailor and Cutter” for the finest 
garment (see page 70). 


in the U.S.A. market at industry 
level, the campaign to take effect 
in America at the earliest 
moment at which a sufficient 
number of firms have available 
for the market adequate supplies 
to counter American publicity.” of merchandise to meet the 

The mission then recommends business which such a campaign 
that the Corporation take steps may be expected to produce, It 
to mount a promotional scheme is proposed that an agency 
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Foremost in the textile field 


A FIRST QUALITY PRODUCTION WITH 


EDITORIAL AND NEWS TO MATCH 


EMMOTT & CO. LTD., KING STREET WEST MANCHESTER 3 
LONDON OFFICE: 21, BEDFORD STREET W.C.2 
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WATCHMAKER 


JEWELLER & 


SITILVERSMITIH 


has been regularly read and referred to by 


all who matter in the jewellery trade. 


The July issue will celebrate in no uncertain way the fact that the “ W. J. & S.", 
has spent three quarters of a century in the service of the Watchmaking, 
Jewellery and Silversmith’s trades. It will also pay tribute to all those who 
have helped us to uphold the admittedly high standard of this old-established 


trade journal. 


We hope that advertisers will join in the celebration of this unique occasion 


and so speed us on the way to our centenary. 


In this outstanding issue we will record, in word and picture, the tradition 


and progress of every branch of this great trade. 


Details of available space can be obtained from 
Edgar S. Sibun, Advertisement Director, 


HEYWOOD & COMPANY LIMITED 


DRURY HOUSE, RUSSELL STREET, LONDON, W.C.2 
Telephone : TEMple Bar 3422—17 lines 
would like further information, < representative will be happy to call on you 
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ADVERTISER'S WEEKLY 


REDHEADS 
Advertising 
Limited 


for their clients 


GEORGE ANGUS & Ce Le) 


To inform all food manufacturers 
throughout the world of the advan- 
tages of the new ANGUS Green 
Stripe WEBBING which is specially 
designed for conveying Bread, Cakes, 
Biscuits, and all uncovered foodstuffs. 


FOOD MANUFACTURE 


17 Stratford Place, London, W.1 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


Manufacturing 
Chemist 


Covers the manufacture of Proprie- 
tary Medicines and Foods, Cosmetics, 
Soaps, Essential Oils, Toilet Prepar 
ations, Dentifrices, Disinfectant, 
Insecticides, Detergents, Polishes, 
ete, World-wide circulation. 


LEONARD HILL TECHNICAL GROUP 
Manufacturing Chemist— World Crops 
Petroleum — Paint Manufacture 
Muck Shifter—Chemical Engineering 
Building Digest — Pood Manufacture 
Pibres — Pottery & Glass — Atomics. 


All published at: 
17 Stratford Place, W.1 
Specimen copies on request 


| affiliated 


TRADE & TECHNICAL ADVERTISING 


Industries Planning Joint Publicity 


continued 


which specialises in the US 
market should be selected 

News is given in the February 
23 issue of the launching by the 
Waukeezi Shoe Co. Ltd., 
Northampton, of an agents’ 
advertising scheme to tie up with 
their national advertising. Idea 
is to bring the potential customer 
to any particular agent's shop 
4 broadsheet has been issued 
outlining the details which are, 
briefly, that Waukeezi supply free 
“copy” and the agent concerned 
pays for publicity coupled with 
the agent’s name and address 

The ‘Boot Trades Research 
Association is to publish shortly 
a poster and leaflets for public 
information on the subject of 
children's shoe fitting (March 9 
issue). The Association is think- 
ing in terms of 10,000 posters and 
half a million leaflets, which will 
be on sale to members and 
members. Campaign 
aims to bring home to public the 
harm which can be done by 
allowing children to wear shoes 
of wrong size or unsuitable fit 
There will also be hints on how 
children’s shoes should be fitted 
together with notes for parents 
on elementary foot hygiene and 
advice on shoe styles. 

. * . 


HOE and Leather News 

(March 16) records a brief 
conversation im a cinema to 
demonstrate that if cinema screen 
advertising does not actually 
influence immediate business, it 
certainly spreads ground bait and 
makes people talk. When a local 
shoe company’s ad. was on the 


screcn, two women conversed 
thus 
“Have you seen that shop? 


“No, | always get my shoes at 


“It's quite a good shop, quite 


as good as some of those in 
town.” 
* * * 
NE of the most interesting 


developments among textile 
trade papers recently has been 
the change of size of Fashion and 
Fabrics (formerly Drapers 
Organiser), a National Trade 
Press monthly publication. With 
the March issue the size has been 
stepped up from 9} x 6} ins. to 
114 x 84 ins., thus corresponding 
more to the consumer fashion 
journals Subscription rate 
remains unchanged Difference 
in size is much more impressive 
than the mere figures indicate 
and, of course, the scope given to 
illustrating the editorial section is 
greatly enhanced. It is interest 
ing, from the ad. man’s viewpoint, 
to note that the enlarged number 
carried 69 2.3 pages of ads... 
compared with 494 in January 
the smaller edition 
The paper also carries details 
of a retail window display contest 
on a nation-wide 
promoting. Closing date is June 
1 for submission of photographs 
which must be of displays used 


scale-——it 1s 


between January | and May 30), 

1950. There is no entrance fee; 

results are to be published in the 

August issuc 
* 


* * 
N ORE details of the men’s 
+ wear token scheme men- 


tioned last month and sponsored 
by National Association of 


Outfitters, appeared in Men's 
Wear on March 4. Scheme is to 
enable the public to purchase 


tokens which will be exchanged 
by any outfitter participating, for 
articles to the value indicated on 
the token card. Only members 
of the N.A.O. are eligible and a 
company styled Men's Wear 
Tokens Ltd. has been formed to 
operate it--from the Red House, 
6, Great Smith Street, London, 
S.W. Company will issue token 
cards priced 6d. each and token 
stamps are to be supplied in 
denominations of §s., 10s. 6d. and 
2Is.. on sale or return basis 
Outfitter must charge 6d. for each 
card sold. Tokens are to be 
valid for six months. 

Men's Wear (March 25) refers 
to a picture it published on 
February 18 of a_ gold fish 
swimming in a pool of water in 
the crown, of a hat—a retailer's 
idea to demonstrate that the hat 
was really waterproof. Makers 
W. G. Battersby & Co. Lid 
have since been inundated with 
requests for gold fish! That was 
too much, but the firm was not to 
be outdone. It has acquired a 
stock of miniature ducks for loan 
to stockists for display purposes! 


* * * 

AILOR and Cutter annual 

competition and exhibition 
is being held again this year 
for the first time since 1940 


Various trophies are offered by 
trade supporters, in addition to 
one from the paper illustrated on 


page 68, which will be held 
for one year, by the com 
petitor producing the garment 


which the judges consider to be 
the finest submitted among all 
the classes in the competition 
The contest covers men's evening 


dress and lounge suits and a 
lady's two-piece suit Prize- 
winning garment will be dis- 
played at Tailor and Cutter 


House during April 26 and 27 
* * * 
A TYPICAL Gainsborough 
painting of a small, golden- 
haired girl has been adopted by 


Welsh, Warburton & Co. Ltd. 
E.C.4, as a symbol for thei 
“Bambonnie” baby wear 


Woman's Wear News (March 9) 
Copies of the painting are linked 
to models of the child for window 
displays 


Small Trader Year Book, 1950 
(Ludgate Press Ltd... 6s.) once 
again contains much valuable in- 
formation under more than thirty 
neadings. These range from fraud 
to foot troubles and treatment, 
from calendar Uewish) to ship- 
ping terms. 


| 


‘Ader 
Advertisement is read by 
Shipowners, Shipbuilders, 


| By using the advertising 
columns of THE SYREN 
AND SHIPPING your 
name will be kept in 
front of the leading 


Shipowners, Ship- 
builders, Shiprepairers 
and Marine Engine 
Builders at home and | 
overseas. 
ae 
AND 


SHIPPING. 


is the only weekly Shipping 
| paper to publish monthly lists 
| showing Tonnage under cons- 
truction at home and Overseas 


Send for a specimen copy ond rote 
card to: 
SYREN & SHIPPING LTD. | 
26-28 Billiter Street, 
London, E.C.3 | 
Phone: Royal 5322 


RIDLEY’S 


WINE & SPIRIT TRADE 
ESTABLISHED OVER 100 YEARS 
+ 
Circulates all over U.K. and 
in many Overseas Countries. 
Best medium for wines, spirits 
and allied products. 
For Specimen Copy and Rate Card 
Apply: 


110, CANNON sT., LONDON, E.C.4 
Phone: Mansion House 2910-6100 


TO ADVERTISING AGENTS 


Obviously we cannot help every- 
body or undertake all jobs that are 
offered us, but your job may just fit 
in with our production schedule. 
Try us — it’s worth a ring. 

G. F. Tomkin Ltd., prin ers 
501/505 Grove Green Road 
Leytonstone, El) LEY 1164/5 


ROOSTER photography 
COVERS BRITAIN 


ROOSTER PUBLICITY LTD PETERBOROUGH 
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letshieaiads 


WEST YORKSHIRE 


RICHEST MARKET IN THE NORTH 
AN IDEAL GROUND 


for 


LOCAL AND NATIONAL 


ADVERTISING CAMPAIGNS 


Within a 30-mile radius of Leeds is one of the most 
representative and influential industrial areas in Great Britain. : 


It contains a population of 2,800,000 in 2,200 square 
miles and includes the centres of three major industries: Leeds 
-clothing manufacture, Bradford—wool and wool textiles and 
Doncaster and Barnsley—coal mining. 


West Yorkshire is a market worthy of serious 
consideration by both local and national advertisers. It can be 


reached effectively and economically by using 
THE YORKSHIRE POST and the YORKSHIRE EVENING POST. 


ILLUSTRATED BROCHURE SENT ON APPLICATION 


TO THE 
ADVERTISEMENT MANAGER 
THE YORKSHIRE CONSERVATIVE NEWSPAPER CO, LTD. LEEDS 1. TEL. 32701 
LONDON OFFICE: 171, FLEET STREET, E.C. 4 TELEPHONE: CENTRAL 9693 
MANCHESTER OFFICE: 5, CROSS STREET TELEPHONE: BLACKFRIARS 0867 
BRADFORD OFFICE: BROADWAY HOUSE TELEPHONE: 21571 


DONCASTER OFFICE: SCOT LANE TELEPHONE: 4001 


THE YORKSHIRE POST 


and the 


YORKSHIRE EVENING POST 


Members A.B.C, 
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The Importance Of Planned Distribution 


UCH has been written 

about the publicity value 

derived from the exhibi- 
tion of films but little about the 
value derived from the act of 
distribution. 

In the case of 16 mm. spoa 
sored films the widest form of 
distribution is that obtained by 
means of free loans to those bor- 
rowers who are prepared to ar- 
range their own projection faciu- 
ties. In addition to the goodwill 
which results from the actual 
secing of a film, this aspect of 
film sponsorship provides two ad 
ditional benefits inasmuch as, 
added to the interest and appie- 
ciation developed by the gratitude 
of the borrower, there is also a 
direct commercial value, This 
results from the way in which a 
film loan can be used as a means 
of access to what might normally 
be a difficult contact 

It is rare that something good 
is got for nothing, and this extra 
publicity value i no exception. 
The cost of distribution has to be 
taken into account This falls 
under two headings: administra- 
tion, and cost of prints, It is not 
possible to give here representa- 
tive figures; these may be widely 
divergent according to the type 
of film used —— specialist. or 


is one stipulation 
applies in all cases 
It is that expense should not de 
allowed to impair efficiency. lt 
is perfectly obvious that, having 
promised the loan of a film, noth- 
ing should be allowed to stand 
in the way of fuifilment 
It is, however, on the question 
of the number of show prints io 
be provided that sponsors, some- 
times err. It is quite usual ‘o 
hear said, “Why boggle at a few 
hundreds for prints when con- 
sidering distribution of a film that 
has cost thousands?” Conversely, 
the relation of print cost to pro- 
duction cost of an imexpensive 
film may appear out of propor- 
tion. There is a fallacy in this 
reasoning, for what matters is the 
real, and not the monetary value 
of a film 
Assuming that this considera- 
tion is accepted and it has been 
decided that the film is worth 
adequate distribution, then the 
next step is to assess the number 
of copies to be provided. This 
necessitates consideration of 
whether the film is likely to ap- 
peal to general audiences as well 
as to those for whom it was 
specifically produced. Very often 
a general audience, although not 
particularly concerned with the 
message of the film, will never- 
theless be sufficiently interested 
to appreciate the free loan of the 
film. 


When assessing copy require 


ments there are a number of fac 
tors which must be taken into 
account Firstly, 16 mm. film 
projection is seasonal, the greater 
part taking place between Octo- 
ber and April, with peak periods 
about November and March. In 
these periods it is likely that 
bookings will have to be refused. 
This is normally accepted as 
reasonable, and borrowers will 
frequently tender alteration dates 


BY 
E. Mitchell Greenwood 


On the other hand, should a bor- 
rower get repeated refusals his 
feeling of frustration might be 
prejudicial to the best interests of 
the sponsor,. The operative point 
is that, if it is decided to loan 
films, then the number of copies 
available should be sufficient to 
meet all reasonable demands, 
even at peak periods 

The time spent in transit also 


Humour 


PONSORED films are tricky 
things—-all of them, even the 
K straightforward ones like a 
film record of a factory being 
built. But the trickiest of the lot 
are those which set out to con- 
vey instruction to different sec- 
tions of the community without 
offending them-—-and particularly 
when the instruction really 
covers up a ‘ticking-off “Your 
road sense is terrible!” “Your 
kitchen is filthy!” 

Here the film must tread with 
great circumspection, for its very 
effectiveness makes it a double- 
edged weapon. Success is com- 
plete, with a vividness beyond the 
scope of any other medium, but 
failure too is complete, and 
disastrous, for, where a poster 
can annoy a film may enrage 

One method which has been 
used with some success is the 
animated cartoon, which corres- 
ponds to Press and poster cam- 
paigns like the “Squanderbug” 
and the “Traffic Jimp.” With 
films it is possible to exaggerate 
to the point of fantasy, so that 
no-one is offended. For instance, 
the Tea Bureau has a gay little 
film, T for Teacher intended for 
catering trainees which features 
a slatternly girl in a teashop 
carelessly brewing horrible tea, 
who is so far beyond reality that 
no-one could possibly think she 
was being “got at.” For this 


has a bearing on this question of 
how many copies. Suppose a 
booking is made for one day, 
then the minimum time that the 
film is out of circulation should 
be eight days. This is made up 
of three days outward, one day 
for the actual showing, and three 
deys for return. The eighth day, 
being Sunday, is not a postal day 
and is therefore not counted. 
These times should, under 
favourable conditions, enable the 
projectionist to have the film one 
day beforehand, a proviso that all 
good projectionists make. They 
are, however, a minimum, and it 
is recommended that they should 
be increased to four clear days 
each side of the booking, particu- 
larly during the periods when fog 
is prevalent. This extension 
means that extra copies have .o 
be provided and, moreover, to a 
considerable extent. This is due 
to the fact that as bookings do 
not always follow each other in 
consecutive order, the gap be- 
tween two bookings may be 
several days, yet not enough to 
accommodate a further booking. 


There is another contingency 
which must be guarded against— 
the possibility that a film may be 
returned damaged; although this 
damage may be only slight, the 
film may be out of circulation 
while a new section is being 
printed. To cover this, and also 
the possibility of a borrower's 
failure to return a film promptly, 
it is desirable to provide extra 
copies, these copies should be 
held as insurance copies. 

To sum up, all these recom- 
mendations mean that many more 
copies should be available than 
the bare minimum required for 
actual bookings, This would 
seem to increase the cost con- 
siderably, but, in actual fact, this 
is not so, as, although the initial 
outlay is greater, the number of 
showings per print is not affected. 
This means that each copy 
remains in circulation for a 
longer period and it is extremely 
likely that, as the demand for the 
film eventually lessens, the stock 
position can be balanced by re- 
fraining from replacing worn 
copies. 


In Sponsored Films 


rather light and straightforward 


message the film is perfect. 

But there are some subjects 
which must have a more direct 
approach, to hit harder and yet 
to keep a delicate balance of 
goodwill. To bring this off de- 
mands an enormous amount of 
co-operation between sponsor 
and producer, of “know how” 
from both of them, and of full 
understanding of its intended 
audience. And more, it demands 
a sixth sense as to how far the 
film can go without arousing re- 
sentment 

This sense is possessed to a 
remarkable degree by at least one 
film-maker in this country 
Richard Massingham, who is so 
much identified with the comedy- 
instructional film that similar 
efforts are usually described as 
“in the Massingham manner.” 

Now, the success of Massing- 
ham's films is due to the fact 
that they are extremely funny in 
themselves, they give both sides 
of a case and are not patronising, 
nor sarcastic. Nobody watching 
them minds the cap fitting, be- 
cause although the characters are 
sometimes absurd they are never 
mean or petty—and everyone in 
them is in the same boat, no-one 
is allowed to feel superior! His 
two best films, “Pool of Content- 
ment,” and “They Travel by Air,” 
show these qualities to a marked 


degree. The former, made for 
the Treasury, is really a film 
manual on how to dictate a 
letter clearly and sensibly. We 
see wretched typists trying to 
take down from people who are 
looking out of the window, or 
with their heads in waste paper 
baskets or muttering from behind 
a pipe; it is all very gay and 
amusing—but the result is that 
next time one catches oneself 
doing one of these things, one 
stops. 

“They Travel by Air,” spon- 
sored by B.O.AC., is a staff 
training film; it is also very 
funny, but one’s main im- 
pression is of sympathy and 
understanding; yes, the passengers 
are difficult, but after all it’s 
one’s job to put up with them 
and one must never forget they 
are human beings with their own 
troubles and difficulties, maybe 
nervous and uncertain; it is cer- 
tainly a great temptation to let 
off steam, but what would hap- 
pen if you did? And then, in his 
best comedy style, Massingham 
goes on to show exactly what 
one would do. Only a hair- 
breadth lies between the success 
or failure of these films. 

This type of film is now ac- 
cepted for road safety not only 
by the Royal Society for the 
Prevention of Accidents, but by 
local authorities. —M.M. 
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organisation an adrerising film can 
be elistributed in 4,000 cinemas 
throughout the British Likes. Included in these cinemas 
is the great chain of mognificent Gaumont-British and 
Odeon Theatres, plus she pick. of the Independently 
owned houses. AU filma made by Theatre Publicity are 


This famous comedy 
pair is already 
popular with 
audiences 

through the 

B.B.C, feature: 
“Ray's a Laugh” —a radio 
favourite with millions 


of cinema-goers 


Through Theatre Publicity's vast 


‘ ae Pa 


 ecanse of the exceptional quality of thelr 
production. This quality is achieved by a wam of expert 
technicians, art directors, film editers, seripi-mpiters 
ond camera men, You can be sure of the high leon of 
production and ethibition of your advertising films whea 
they are made and distributed by Theatre Publicity Lid. 
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Industrial 

Dermatitis 

HE Film Producers’ Guild for 

their sponsor, LC.L, have 
produced a film of permanent 
medical value. Dermatitis has 
many manifestations and the G.P 
few opportunities of studying the 
cause at source. 

Although the commentary 
stresses the importance of foster- 
ing closer links between places 
of employment and the doctor, 
the doctor will have received a 
valuable aid to the recognition 
of the many symptoms of 
dermatitis from this wel] photo- 
graphed and directed film 

In the audience when | saw the 
film was the Minister of Labour, 
Mr. George Isaacs, to give the 
film a warm welcome. 


Filmlets For 


Fleet Street 

HE latest batch of filmiets, 

to be distributed by Theatre 
Publicity Ltd. for exhibition in 
Odeon, Gaumont British and 
selected independent cinemas 
throughout the U.K., feature two 
of the most powerful organs of 
Fleet Street as advertisers, 

The Daily Mail has put out 
two animated display black and 
white filmlets for “More Results, 
Later Results” and for the serial 
rights they acquired of the film 
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New Films Reviewed 
By Paul Nugat 


“Morning Departure.” Woman's 
Own celebrates the purchase of 
the story of the “Little 
Princesses” with a filmlet of the 
same type 

Three advertisers in this new 
issue of colour cartoon-lets are 
Tenbra Underwear (“Gymnast”), 
Littlewood's (“Don't Forget”) and 
Spartona (“Boy Drinking”) 

In the third category—the live- 
action _ filmiet in colour 
Maclean's Toothpaste is 
strongly represented by “School- 
teacher,” “Mother and Baby,” 
and “Girl In Hat.” 

Trulo show their swimwear to 
great effect in “Girl In Red” and 
“Girl In White.” A well-known 
camera technique shows how 
Cephos removes a headache. For 
Sunflex (Stockings), Strypit, 
Vactric Vacuum Cleaner, Bristow 
Lanolin Shampoo, and Spartona 
(Bottles and Glasses) the colour 
makes their products irresistibly 
attractive. 


Rheumatoid 

Arthritis 
“Tt HEUMATOID 
produced by Dr. Brian 
Stanford, M.R.C.S. tor C.LBA 
Laboratories Ltd. is first and 


. 


Artaritis,” 


Two Films Designed To 


Inspire Children 


IRST of a series on athletic 


teaching, “Sprinting and 
Hurdling.” sponsored by the 
News Chronicle, has been 
designed to interest and inspire 
children and give _ technical 
guidance to teachers concerned 
with physical recreation. Com- 
mentary and instruction are by 
Geoffrey Dyson, chief national 
coach, AAA 

Mr. Dyson is to be congratu 
lated on his enthusiasm and under- 
standing of the young person's 
needs to which he applies his 
wide technical knowledge and 
coaching ability The twelve- 
minute film is packed tight with 
the fundamentals of basic 
training 

The method of correct sprint 
Starting, correct running, and 
finishing are forcefully put across 
with demonstrations by Dyson 
The sequence on hurdling is 
equally explicit, and its demon- 
strations dramatic in technique 

The film was made by Verity 
Films Ltd., in association with 
the Film Producers’ Guild. 

* * * 


CHOOL - CHILDREN 
showing lively interest in 
twenticth century motorways 
This fact is shown by the flow of 
letters to the British Road Feder- 
ation, asking for information 


are 


An impressive demonstration of 
how to hurdle. 


To cope with this increasing 
demand, the Federation has pro 
duced a film-strip which will go 
to schools throughout the coun- 
try, the majority of which are 
equipped with projectors. The 
strip contains 36 photographs 
most of them taken in Britain 
They include scenes of pre 
historic trackways, Roman roads 
and toll houses, and photographs 
of European and American 
motorways. 


foremost an 
relations film 

Last Christmas, sufferers from 
rheumatoid arthritis were given 
the first injections of deoxycor- 
tone acetate and ascorbic acid at 
the Woolwich Group of Hos- 
pitals. This film is a straightfor- 
ward visual record of the condi- 
tion of the first seven patients 
before treatment and within 15 
to 3) minutes after receiving the 
injection The results are so 
striking, it can be anticipated that 
doctors will want to give this in- 
jection far wider trials. No men- 
tion is made of the fact that 
C.1L.B.A. are the sole manufac- 
turers of deoxycortone. 


internal medical 


Two Films 

For Ovaltine 

N making “Everyone's Heri- 

tage” and “Down On The 
Farm” for Ovaltine, G. B. Screen 
Services Ltd. have produced two 
films so packed with interest, that 
I for one forgot that I was sup- 
posed to be viewing an advertis- 
ing film until discreetly reminded 
in the last few seconds 

“Everyone's Heritage” was 
shot exteriorly at the National 
Trust Estates of West Wickham 
and Ashridge, with interiors at 
Pinewood Studios. “Down On 
The Farm” was shot at the 
Ovaltine Farm in Herts, with 
interiors at the same _ studio. 
Restrained advertising of the 
most telling kind 

In the third film made by G.B. 
Screen Services Ltd. for Ekco- 
matic Pressure Cooker at 
Denham Studios, Technicolor 
and the first appearance of 
comedian Ted Ray on the screen 
combine to ensure the full 
attention of the audience for a 
sales message, which can, how- 
ever, be sensed before it is 
actually delivered 

These three films are to be 
distributed by Theatre Publicity 
Lid.. for exhibition in Odeon, 
Gaumont British and selected 
independent cinemas throughout 
the U.K. 


War Under 
The Microscope 
V YITH “War Under The 
Microscope.” Imperial 
Chemical Industries Ltd. demon- 
strate yet again that their con- 
ception of public relations is ona 
very high plane 
The film made on their behalf 
by the Film Producers’ Guild re- 
enacts the historic landmarks of 
man’s struggles to understand the 
nature of malaria and to produce 
effective antidotes. The diagram- 
matic sequences explain very 
lucidly how malaria attacks the 
human body 
If some 
history are 


of the 
rather 


scenes from 
consciously 


Apri 13, 1950 


pictorial, the net result is that 
the lay audience, for whom the 
film has been designed, is given 
a comprehensive survey from 
Alexander the Great to the 
warriors of the second World 
War, on whom the first tests of 
L.C.1.’s Paludrine were made. 


The Story 
Of Time 

EFERENCE must be made 

again to Rolex Watches. 
Their film, “The Story Of Time,” 
previously reviewed in these 
columns, was given its Press 
showing recently. It has already 
been publicly shown at the Plaza 
Cinema in the West End for three 
weeks. A copy of the film, sent 
by J. Walter Thompson Co., Ltd., 
to their American branch for a 
private show, has resulted in some 
more business for Signal Films 
Ltd., the producers of “The Story 
Of Time.” Their new client is 
Borden's Milk, one of the lead- 
ing American film sponsors. 

Several foreign versions of this 

film are now in preparation. It 
is the outstanding advertising 
fim of the last twelve months. 


Four From 


Down-Under 

HE National Film Board of 

Australia has sent four 10- 
minute films to Britain. 

“Australian Diary” 
school sports day 
Australian town 

“Surf Patrol” pays a_ well- 
earned tribute to the yoluntary 
members of Surf Clubs, which 
have been responsible for the 
saving of some 65,000 lives since 
their inception. 

“Hold The Land,” produced 
with the co-operation of the Shell 
Co. of Australia, is a frank ad- 
mission of how bad farming has 
caused soil erosion and converted 
large tracks of land into dust- 
blown desert. Steps taken by re- 
search workers from the Ministry 
of Agriculture, in collaboration 
with the farmers, to “hold the 
land" are depicted with true 
“down-under” candour. 

“Crocodile Hunters” is a fas- 
cinating contrast between the 
hunting methods of the abor- 
igines and the white men in the 
risky but well-paid business of 
getting skins for the tanneries. 

In all four pictures, the quali- 
ties of the people of Australia 
are well advertised without a 
single verbal puff. 


shows a 
in a small 


Taking 

A Swab 

A.T.A. LTD. have formed 

* a subsidiary, Nucleus Film 
Unit, to make short instructional 
medical films. The first of these, 
“Taking A Swab,” was given a 
showing recently. Silent on 16 
mm. with commentary, it will be 
a useful film for nurses and 
medical students wanting to re- 
fresh their memories before 
exams. Hospitals are still an 
unexploited market. 
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Film Editor Writes... 


NTERESTING talk on the 

scope of the film in public 
relations was given by Mr. John 
Grierson, of the Central Office 
of Information, to members of 
the Institute of Public Relations 

This was one of the opinions he 
expressed : 

“Public relations films in 
general lack a sense of event 
and of great constructive forces 
in the making and there is 
nowadays practicaly no experi- 
ment and practically no lati- 
tude for personal feeling and 
personal effort, For all the 
cumulative effect of our day-to- 
day film making, the more 
resounding notes of public in- 
terest are struck all too 
seldom.” 

. * * 


HE Academy of Motion 
Picture Arts and Sciences in 
Hollywood has nominated the 
Crown Film Unit Production 
“Daybreak In Udi,” for the 
special documentary Academy 
Award 
British Film Agency's short list 
for the best Documentary 
ture of 1949, and has been nomin- 
ated for the 
Award. 
“Daybreak in Udi" is about 
the people of an ancient African 
tribe, the Abaja Ibos, who, in a 
short space of time, with few re- 
sources, have taken precious time 
from farming in order to under- 
igen ambitious community de- 
velopment The film, which is 
based on fact, tells the story of 
the building of a Maternity Home 
in a village in the Udi Division 
of Nigeria. 
used. 
* * * 
URING March two 
by Blackheath Film Unit 
“The Hendon Way” (35 mm 
8-minute black-and-white), shows 
Patricia Dainton and Arthur 
Lawrence driving through 
Hendon. Examples are given of 
the type of road behaviour which 
cause most accidents in the 
district. The film has been 
shown in all the Hendon cinemas 
and it has been well received. It 


was sponsored by Hendon Road | 


Safety Committee 

“The Three Children” (35 mm 
3-minutes, black-and-white), spon- 
sored by Wanstead Road Safety 
Committee, has been well re- 
ceived in many parts of 
country. 

* * * 


TTRACTIVE brochure that 
has been issued by Associated 
British Pathe Ltd. gives informa- 
tion about facilities the company 
has available 
After outlining a £60,000 post- 
war re-equipment scheme, it 
claims: “Documentary producers, 


too, will find their special needs | 


This film is also cn the 
Pic- | 


United Nations | 


road | 
safety films were completed | 


the | 


2 } 
provided for with an understand- | 


ing born of familiarity with the 
peculiar problems of their field.” 

The brochure is lavishly illus- 
trated, showing the various ser- 
vices offered, and blue is used, 
with tints, as an effective second 
colour. 


* > . 


HE new catalogue of 16 mn 

films published by Sound 
Services Ltd. is presented in two 
sections, one dealing with educa- 
tional and general interest sub 
jects, the other with technical 
subjects. A synopsis for each 
film gives the borrower a clear 
indication of the contents and 
type of each film. The catalogue 
will be kept up-to-date by the fre- 
quent issue of supplementiry 
pages of titles. 


The Browns 
are at the 
Pictures! 


African actors were 
| 


So are the Smiths and 
Robinsons - YOUR 
CUSTOMERS! No 
matter the weather, you can 
always be sure they will be 
there ! Over 15,000,000* of 
them - or more than half 
the total cinema-going 
public - can be reached 
through Presburys - the 
firm who first introduced 
the screen to National 
Advertisers. 


The quality of Presburys’ 
production of films and 
slides is unsurpassed — and, 
what is more, they PULL 
RESULTS! 


*Based on 40%, of capecity attendance. 


PRESBURYS 


ADVERTISER'S WEEKLY 


The 
Film Producers 
' Guild 


An Association of Producers and 
Distributors of Documentary, 
Industrial, Educational, Scientific 
and National Propaganda Films 


Comprising the following 
Associated Companies: 


VERITY FILMS LIMITED 
Production 


GREENPARK PRODUCTIONS LIMITED 
Production 


PUBLICITY FILMS LIMITED 
Production and Distribution 


MERTON PARK STUDIOS LIMITED 
Production and Studios 


TECHNICAL AND SCIENTIFIC FILMS LIMITED 
Production 


W. M. LARKINS & CO, LIMITED 
Cartoon, Puppet and Technical Diagram Animation 


SOUND-SERVICES LIMITED 


Mobile Distribution : Equipment 
Sales and Service : Library Service 


- 


Enquiries should be addressed to : 

The Secretary, The Film Producers Guild Ltd. 
GUILD HOUSE, UPPER ST. MARTIN'S LANE 
LONDON, WC2 
TEMple Bor 5420 


|S. PRESBURY & CO.,LTD | 


GLOUCESTER HOUSE 


Member of the Association of Specialised Film Producers 


19 CHARING CKOSS ROAD, W.C.2 | 


Whitehall 3601 
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ELCOME evidence that 

publishers are realising 

the need to paint a 
factual background to their 
publications comes from the 
North, where the Manchester 
Guardian and Evening News Lid 
have had conducted an impartial! 
survey of reading and shopping 
habits in Manchester and its 
environs. 

This survey, of which an 
interim report is available, deals 
mainly with the readership of 
morning and evening papers in 
an area defined as “Greater Man 
chester,” which comprises the 
City, its suburbs and a part of 
Cheshire. It is contained, roughly, 
in a pentagon, with Whitefield, 
Stalybridge, Alderley Edge, Bow 
don and Eccles at its corners. 
Manchester lies in the northern 
half of the figure, which contains 
more of Cheshire than of Lanca- 
shire itself This seems fair; 
North Cheshire ts Manchester's 
dormitory, and north of Man 
chester the towns are very much 
entities on their own, however 
contiguous, whose people work 
and live within them—Oldham, 
Rochdale, Bury, Bolton and the 
rest. Two of these have their 
own evening papers, and perhaps 
this is a reason for the Survey's 
limits; but the population is far. 
far thicker there, and to cover it 
properly would have meant more 
men and time and ampler means 
So let us be grateful for what we 
have been given and not carp 
cavalierly at shortcomings. 

It is no surprise to learn that 
the Daily Dispatch and Man- 


The “Greater Manchester” 


76 


Survey 
A Critical Assessment by lain Lyon 


chester Guardian are in the van 
of the morning papers. What is 
surprising, is to see how short a 
lead the Dispatch has over the 
Daily Express—only -4 per cent; 
to see that the Daily Mail, with 
its very much smaller circulation 
than the Daily Mirror, is just (if 
only just) the more widely read; 
and to note how comparatively 
small is the Daily Herald follow- 
ing im this industrial area At 
the bottom of the list comes the 
Daily Telegraph, read, we are 
told, by fourteen souls in every 
thousand. The Guardian romps 
away with the AB-class reader- 
ship honours, leaving The Times 
apparently unheard of in the 
district, crossword-puzzle  not- 
withstanding 

The tables on evening papers 
relate only to the Manchester 
Evening News and the Manches 
fer I venine Chronicle Their 
present circulations are 329,060 
and 273,424 respectively, so it is 
credible that the News is ahead 
of the Chronicle in every sphere 
with either sex, in al) age, income 
and occupation groups, and 
among housewives and heads of 
houscholds. This is not to decry 


The improved 
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the Chronicle in any way, but 
these facts do appear to be self- 
evident and much effort that 
might have been differently 
directed has been spent in prov- 
ing them. 

It is a pity that no study has 
been made of Sunday newspaper 
readership; this would have been 
of more value and interest than 
the Section on the evening papers. 
The Empire News has its home 
in Manchester, and _— several 
national Sunday papers, like 
various national mornings, are 
published there as well as in Fleet 
Street and Gray's Inn Road. 
Details of their readerships would 
be worth having 


It is of minor moment that no 
ferreting was done in the field of 
magazines and periodicals. Al- 
most without exception these 
have their origins in London and 
are nationally distributed The 
Hulton Survey has covered them 
quite fully. 


The two remaining Sections of 
the Survey deal with Shopping 
Habits and General Information 
They directly concern market re- 
search but they can interest us all. 


Apan. 13, 1950. 


Take the facts on outerwear. 
for instance. The majority of 
women but only a minority of 
men renew this annually, Further. 
women tend to go into town to 
do so, while men satisfy their 
simple needs locally, shunning 
Market Street and Piccadilly—an 
interesting sidelight on the ways 
of women and the small man’s 
battle with Big Business. Shoes 
are another matter; generally they 
are bought locally by all. 

Holiday Habits? Manchester 
folk like the seaside—The masses 
“the North-West (including Isle 
of Man),” the classes the South- 
West and salubrious Wales. 11-3 
per cent go to London, while 
Scotland draws but four from 
every hundred. A meagre pil- 
grimage. 

There are details, too, of house 
and car owners, telephone sub- 
scribers, and the proprietors of 
refrigerators and electric washing- 
machines. These last, not sur- 
prisingly, are AB-class trimmings. 
but Manchester is apparently 
cooler than it is clean. At least, 
the washing-machine outnumbers 
the “frig” by nearly seven to four 

This Survey is variously valu- 
able—for what it tells us that is 
new, for the “hunches” it has 
confirmed or killed, for its im- 
partiality (the investigators did 
not know the client), and for 
creating a first-class precedent for 
other publishers to follow. Adver- 
tising should be grateful for all 
of these 

We know all too little of Man- 
chester. This Survey teaches us a 
little more, and we are glad. 
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The Midlands is an agricultural as well as an industrial region. Its farming community 
is prosperous and mobile. Midland farmers as well as Midland industrialists read the 
Post—sometimes they are combined in the same individual. The very latest national 
and international news, plus authoritative comment on regional affairs makes the 
Birmingham Post—daily—one of the few great “ provincials” that are essential for “ A” class 
marketing in town and country. 


aud om potulahen ef slected Midi nds 


when of lanl cenrus reeangiam appro cwnats|y 


To cover the Midlands first cover Birmingham 


The Birmingham Post 


Morning Daily Member of A.B.C. 


Birmingham Mail Birmingham Weekly Post 
Evening Daily The Family Journal 


38 NEW STREET, BIRMINGHAM 2 London Office: 88 FLEET STREET, E.C.4 
Branches at Blackheath, Bromsgrove, Coventry, Dudley, Kiddermjnster, Leamington Spa, Redditch, Tamworth, Walsall and Wolverhampton 
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FAMOUS NAMES ARE PRINTED ON CLYDE PAPER 


when you see 
me, you see Clyde 


Why do great firms — like Colman's, 


Eno's, Imperial Tobacco — use year after 
year Clyde Paper for thetr labels, wrappers 
and packets? The answer is that they know 
from experience that Clyde Paper has the 
consistent fine quality they need. Clyde Coated 
Paper Labels and wrappers do more than identify 
a product they add a subtle suggestion of 


quality. Specify this fine paper for your next job 


(hye 


Makers of CRYSTAL ART—a genuine coated paper 
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London —johnston, Horsburgh & Co Led., 20 Queenhithe, E.C.4 
Provinces —Percy Westbrook & Co. 101 4 Corn Exch. Uidgs.. Cathedral Se.. Manchester- 
W iveland Ere — G A Keatonge, Craigiea, Furry Park, Raheny, Co. Dublin 
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PRODUCTION QUIZ 


Conducted by 
Albert Smallwood, F.R.S.A., A.M.LA.M.A., B.T.G. 


ad 


Name four slug-casting typesetting machines. 


Give the name of a famous newspaper which entirely redesigned 


its text and heading types and give the year in which the new 
format was presented to its readers. 


Marry up the following terms with the appropriate craftsman 


who would carry out the operation: 


(1) Stripping and overprinting. 
(2) Making colour corrections. 
(3) Checking the signatures 
(4) Changing the mould 


techniques 


(a) Retoucher. 

(6) Binding collator. 
(c) Linotype operator. 
(d) Engraver 


How are the tones controlled in the following illustration 


(a) Thick and thin directional line work. 


(b) Steel engraving technique 


(c) Line and stipple 


following 
(a) A town in Switzerland 


Do you know a type face carrying the name of each of the 


(b) A thoroughfare in New York. 


(c) A Shakespearean character 


(d) A district of London 


. Why is a stabilised humidity desirable in the paper store, 


printing department and binding department of a printing 


establishment? 


Why is it desirable to use deep-etched half-tone blocks when 


reproducing pencil drawings by letterpress? 


lettering only, would you use 
(a) Blue on white? 
(+) Black on white? 


How many did you get correct? 


. What is meant by the “tone value” of a “body” type? 
If you desired to obtain maximum visibility for a poster containing 


(c) Black on yellow? 
(d) White on blue? 


Answers on page 9. 


Lighting And Colour Aid 
These Displays 


| ESIGNED by the Crusader 
Insurance Company's pub- 
licity department, this display is 
floodlit for sufficient time for the 
message to be read easily, after 
which the time switch substitutes 
black heht The only subject 
then remaining illuminated ts the 
model Jack Frost” which is 
picked out in a cold blue haze 
of two new displays 
The other shows a 
with the slogan, 
Crusader 


This 18 one 
of this kind 
house on fire 
| hope he has a 


policy! 


ATEST 

Scrib Ltd., makers of the 
Scroll ball-point pen, is a new 
show-card for their Slimline 
model Designed to display 
twelve pens on the left hand side, 
the layout is bold The colour 
scheme is predominately blue and 
red, the word Scroll being in 
white against a broad arrow 
background of blue and red 


sales aid issued by 
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“For Greater London &Surrey Campaigns” 


Croydon 
Times 


SERIES 
Tel. Croydon 3434 


4 104 HIGH ST., CROYDON 


J 


CT 


REPRESENTING THE 
LEADING GROUP OF 
ARTISTS FOR INDUSTRY 


wh 


ASTRAL ARTS GROUP LIMITED 


t 245, Vauxhall Bridge Road, London, 8.W.1. Tel. : Vie. 5303/6 
The Mills & Rockleys region- 


Por « poster advertising 
campaign in any of the areas 
shown on this map consult 
Millis & Rockleys. 


Single sites, special displays 
= oF complete coverage for long 
= oF short periods. 


: Every detail of « poster 


Se i OM Ne RAEN te ET ENOLASE: 


Original suggestions for Cut - we. 
Display Units ,Showcards and Transfers 
- 'phone TERminus 2775/6. 


Advertising Display 


Lid. - 


London, W.C. 1. 


Fine Art Colour Printers 
324, Gray's Inn Road, 
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NEW BOOKS REVIEWED 


Relic 
INTL RUE ADINGS 


COLOUR RETOUCHING 


@y expert craftsmen 


Withou!l Steel Dies 


The Autotype Co. Ltd. Brownlow Rd 
London, W.13 "Phone : EALing 269! 


|} ground ginger; 


Commercial Art 
For The Novice 


Teach Yoursel} Commerctal Art By 


H. Chutner (English Universities Pres, 
% 64.) 


One might, perhaps, object to 
the’ title of this book on the 
ground that no craft, least of all 
commercial art, can be entirely 
self-taught. Let me hasten to say 
that the author makes no such 
claim. Merely reading a book, 
he insists, is not enough: there 
are facilities in technical and art 
schools which are far beyond 
anything you can get in your own 
home. . Go to a technical or 
art school and take every advan- 
tage of the teaching. But having 
made this point clear, let me add 
that this book can be confidently 
recommended to any student. 

Written in simple and straight- 
forward style, it covers compre- 
hensively all the elements of 
commercial art, the various tech- 
niques of craftsmanship and of 
reproduction and even how to 
market finished work. There is 
also a useful list of more special- 
ised books for further study 

This little volume, which is copi- 
ously illustrated, should help many 
novices to increase their pro- 
ficiency and enlarge the practical 
scope of their ambitions. —C.D.R 


Fidget Pie And 
All That 


Receipts and Relishes. (The Whitbread 
Library. ‘s) 


This slim volume is not in- 
tended for the lean ascetic; it con- 
jures visions of wide girths, groan- 
ing boards and great company 
Huffkins in Kent, Fidget Pie in 
Shropshire, Love in Disguise in 
Herefordshire, Preston Parkins. 
: An enchanting tour for the 
tummy 

Simple recipes all; traditional 
county dishes. But where do we 
find them to-day outside the pages 
of this latest addition to the his- 
tory of Britain's fast disappear- 
ing culinary art” 

Delightfully illustrated with 
coloured maps offering a series of 
exciting journeys for the gour- 
mand whose palate has not yet 
been destroyed by the rigours of 
rationing, this latest little classic 
from Mr. Whitbread’s brewery is 
(in the introductory words of 
Bernard Darwin) “fragrant wiih 
tie scents of our rustic fore- 
fathers’ cookery.” 

And for those who do not eat 
there is this delectable concoc- 
tion: 1 quart ale; 1 pint white 
wine; 4 grated nutmeg; a little 
a little demerara 
sugar to taste; crab apples. Make 
the ale and wine hot and add the 
nutmeg. Roast some crab apples 


and float them on the ale. Serve 
hot in a large deep bowl 
They call it Wool! 


Lamb's 
1 ALC 


IN BRIEF 


The Conduct of and Procedure 
at Public, Company and Local 
Government Meetings (Eighteenth 
Edition), by O. R. Smith Uordan 
& Sons Ltd., 10s. 6d.). This book, 
the standard work on the conduct 
of meetings, and recognised text- 
book for students, should be in 
the library of all advertising men 
and women who devote their 
leisure to public life. The sections 
likely to concern them most are 
those which deal exhaustively 
with general principles relating to 
the holding of meetings, and with 
meetings of local authorities. Of 
particular interest are the chapters 
on Fair Comment and Privilege 
in Speeches, and on the Press 


Michelin Guide to France, 1950 
Edition (Anglo-French Periodi- 
cals Ltd., 17s. 6d.). If you plan 
a motoring holiday in France, this 
Guide is a must, and the informa- 
tion it contains is hardly less 
valuable if you propose to travel 
by any other means. To pore 
over its pages, and to puzzle out 
the meaning of the little symbols, 
is in itself to enjoy a vicarious 
holiday. Here you will find 
almost all you need to know 
about hotels, restaurants, charges, 
garages, places of interest, food 
and wines, routes and distances 


Photographers and the Law, 
by David Charles (lliffe & Sons 
Ltd., 7s. 6d.) gives valuable ad- 
vice on requirements of the law 
not likely to occur to the photo- 
grapher until he has contravened 
them. Professional photographers 
are, of course, most affected, and 
they will turn with interest to the 
chapters dealing with such 
matters as libel, faking, and 
officialdom. Also, there are 
“laws” none the less compulsive 
for being unwritten. But, reading 
this most useful book, the photo- 
grapher will learn that the law 
sometimes gives him unsuspected 
rights. 


Wireless At Sea: The First 
Fifty Years, by H. E. Hancock 
(The Marconi International 
Marine Communication Co., Ltd. 
15s.) marks the jubilee of the 
company It tells the story of 
Marconi's early experiments, fol- 
lows the progressive improve- 
ments which have brought us to 
the stage when communication 
between ships thousands of miles 
apart is accepted with equanimity, 
and records the service rendered 
to the nation by the Marconi 
organisation sanstiesl two wars 


Rowney's Artists’ Almanac, 
1950 (George Rowney & Co.. 
Ltd.) is a little booklet detailing 
the leading art museums, societies, 
clubs and institutions, their mem- 
bership. and objectives. It is 
issued free. 
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, RADIO , 
* TIMES * 


The average weekly figure 


for JANUARY, FEBRUARY 
and MARCH 1950 is well over 


0.000.000 


Member of the Audit Bureau of Circulations 


One insertion in the 
RADIO TIMES 
is a National Campaign for a week 


Advertisement Department, B.B.C. Publications, Broadcasting House, Portland Place, London, 


- + |.) Ss ee ae ran rn er i ee a oer re: ©: Ser hie SEP 2 
Pr . 
‘ a4 
{ OS of 
aD ae 
- § 
id; 
* is 
“ Pian 
z 
= : 
. ‘se 
: F 
eg a 
na . é z 
4g P 
yi * 
a bi 
ane 
3 ap 
= Ty 
au ’ 
Pe 7 t 
gee : 5 q é 
ioe ' a. 
Sa 5 
: * 
: » 
ee } 
y : 
ya - BS 
ea ; pa 
% ' ig 
: 4 
| es 
a. i 4 : 
#-* z “ 
: : é 
- q 
Z £ a 
ee . We LE UM na AIMEE Ye 4 bpp EM Py ere 2 y rs; 
in 4 q i 
, : _ 
on : 
ie . ; 
ste * 
i Se j 
ian ; 
ee ' 
ae + 
= ae By 
t 4 a 
Ms cm 
~ ee 
% . 

7 ee 1 “4 
1 ‘ | 
er! Ms 
ey Ne Ee vighe ame Miva ee, Ro : = Wey 5 SS, ii oa . ‘ ’ . 
ee ae ee ee lt i OR ee Te ee se. (Rg oa 


ie AA NI NR ALN ER AA 


ADVERTISER'S WEEKLY 


Mainly Personal— 


By CONTACT 


RUGBY, Balliol, the Army, 
Parliament, The Times and the 
Daily Telegraph form the 
background of the career of 
Colin Reith Coote, who has now 
succeeded Arthur Watson as 
Telegraph editor 

Scion of an old Liberal family 
and son of a Lord Lieutenant of 
Huntingdonshire, he was asked 
to sfand as Coalition Liberal 
candidate for the Isle of Ely when 
Neil Primrose, Lord Rosebery’'s 
son, was killed in Pulestine 
Coote was an M.P. from 1917 tll 
1922 

Then he joined The Times 
when it was reorganising after the 
Northcliffe era, and because 
Italian was one of his many 
lapguages (he spoke French 
before he did English!) he 
became Rome correspondent 
Later he was brought back to do 
the Parliamentary sketch, and 
then wrote leaders, with intervals 
of foreign corresponding in Paris 
and Geneva, It was in 1942 that 
he moved to the Telegraph as 
deputy editor and writer of 
leaders and feature articles. 

Coote has found tme to 


produce a number of books, 
including some on Italy. He has 
published with a preface a 
collection of Churchill's maxims 
and reflections; and in con- 
junction with R. H. Mottram, 
has written, under the title of 
Through Five Generations, the 
story of Butterley coalfield (his 
family has been “in coal” for 
150 years). 

His predecessor has well 
earned his rest. Arthur Watson 
himself the son of a distinguished 
journalist-—retires at 70, after 48 
years with the paper. During his 
26 years’ editorship he has seen 
the paper grow in circulation 
from #8000 to nearly a million 
The fine tribute paid to him by 
Lord Camrose in a leader last 
week is eminently deserved 


ee ee 
THE NEW Upper Brook Street 
home of Scott & Bowne, of 
Scott's Emulsion fame, is, from 
the point of view of spaciousness 
and convenience, a great improve 
ment. Charles Rose, their adver- 
tising manager (and vice-prest- 
dent, Incorporated Advertising 
Managers’ Association) tells me it 
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and impurities—they must 


CCURAWE... 


Accurate 


and 


tested by experts 


through and through—graded 
Venus Drawing 


Pencils make the right mark every time 
y 


THE PENCIL WITH 
THE CAACKLE FINISH 


Perfect PENCILS 


WHE VENUS PENCIL CO. LIMITED LOWER CLAPTON ROAD, LONDON, bd 
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used to be Sir Edward Hulton’s 
town house. During the war it 
was taken over by the Admiralty, 
and the American Navy had a 
hospital there. 

All the same, the break with 
Fleet Street brings its regrets 
Many reps. of the old school will 
recall the pre-war offices, where 
the huge bronze Fishman trade 
mark was a familiar feature on 
the corner building of Stone- 
cutter Strect and Farringdon 
Avenue, and where those two 
great personalities, first the late 
W. R. Balch (father of the pre- 
sent Bill Balch) and later George 
Naylor, held sway, to be fol- 
lowed by Rose in about 1931! 

In 1945 the company, returned 
from its wartime = evacuation, 
found a temporary home in 
Winchester House, Old Broad 
Street; the old offices were just 
a hole in the ground in the devas- 
tation behind Fleet Street 


x * * 


SIX - FOOT, broad - shouldered 
A. J. Budd, who has recently 
joined Samson Clark & Co. Lid 
as house and staff manager 
(succeeding D. Hyams, who has 
left the firm) is making his debut 
in the advertising world. Behind 
him lie 18 years of Army service, 
during which time he rose from 
private to lieutenant-colonel 

He served with the Queens 
Own Royal West Kent regiment 
and during the last war was botha 
Commando and a paratrooper 
He estimates he has made more 
than a hundred jumps, most of 
them while on active service in 
the Middle East 

Budd's father was a soldier for 
forty years and his grandfather 
was also a military man. But it 
looks as though the hereditary 
chain has now been broken for 
his three sons are all air-minded! 
He also has two daughters 
Perhaps heredity will induce them 
to go in for advertising? 
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WHETHER the 
man’s holiday” is a mixed meta- 
phor when applied to model 
aeroplanes I do not know, but, 
anyway, one who enjoys it is tall, 
blond, studious-looking J] 
Vanderbeck, advertising manager 
of the Lines Bros. Group, the 
very large toy-manufacturing 
organisation 

“Van” spends his off-duty time 
away from Merton testing and 
flying 100 mph model aircraft 
Many of these models are subse- 
quently put into production by 
International Model Aircraft, the 
Lines Bros. subsidiary 


x * * 


YOUR TRUE market research 
wallah is a type on his own—as 
anyone who attends the meetings 
of the Market Research Society 
will appreciate. People graduate 
into that métier but rarely from 
it 


phrase “bus- 


A case in point is Frederick 
Rew, manager, and now a 
director, of Research Services 
On leaving Pembroke College. 
Oxford, where he took Greats, he 


Aran. 13, 19580 
went to Lever's outdoor adver- 
tising department, but transferred 
to Lintas in 
late 1936 as 
cop y writer 
and in due 
course 
gravitated to | 
their re- 
search de- 
partment, 
for whom he 
paid a re- 
search visit 
to Holland 
After com 
pleting his 
war service 
rejoined 
iLintas, but 
went to Research Services as 
account controller in July 1947, 
and became manager last August 
From all this, anc the fact that 
is a Fellow of the Royal 
Statistical Society, you may infer 
that he is not uninterested in facts 
and figures, 


x- 2 @ 


A YEAR ago I recorded the 
progress made by Harris Adver- 
tising Ltd. after its directors, 
Joe and Alf Harris, home from 
the wars, had succeeded in 
reviving it, Phoenix-like, from its 
wartime -demise Now, their 
father, John Harris, chairman and 
managing director is back in 
control, a very vigorous 65 and 
apparently good for many years’ 
work in the firm he founded 38 
years ago 

The other day Joe proudly 
took me into the recently com- 
pleted showroom in their offices 
in Kingley Street,. off Regent 
Street. On show here were ex- 
amples of the display work, show- 
cards, and point-of-sale material 
that his firm produces for 
national advertisers of the calibre 
of Lyons, Brylcreem, Meltonian, 
Properts, Mullard, Smith's Crisps, 
Keillers, Yardley, and Crosse and 
Blackwell, Part of the showroom 
was occupied by a shop window, 
which, when I was there, had a 
fine display of cards for 
Sandeman, Burgoyne and others 

One thing about a good adver- 
tising showroom: it not merely 
shows the quality and variety of 
your work but enhances its 
appeal by indicating the important 
firms who buy it. 


Frederick Rew 


WEEKS WISECRACK 


“If you can’t get the exact 
second colour for our 
‘Daily Excess’ half-page, 
use the life blood of some 
of those agents who've 
been crowded out.” 
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“Public opinion is everything. 
With it nothing can fail, without it nothing can succeed. 
He who moulds public opinion goes deeper than he 


who enacts statutes, for the moulder of public opinion 


makes statutes possible or impossible to execute.” 


B SINESS is conducted, sales are made, within a variable 
climate of social, economic, legislative, and industrial 
Change. Change is brought about by shifting patterns of 
thought and behaviour in public.opinion. It is highly 
responsive to suggestion. 

Because of this suggestibility adjustments in public 
thinking—of great value to Advertisers and their Agents 
can, often to an astonishing degree, be brought about by 
the skilled application of public relations methods. 

Public especially help in 
influencing that complex of opinion and attitude made 
up of “publics” grouped as workers, stockholders, 


relations techniques can 


ABRAHAM LINCOLN 


distributors, consumers, communities and government, 
In this wide field the public relations practitioner uncovers 
resistances and maladjustments affecting legitimate busi- 
ness aspirations. He proposes corrective treatments and 
courses of action in relation to problems which Advertising 
alone cannot solve 

Public Relations Activity and Advertising are frequent- 
ly, however, complementary to each other. A carefully 
developed public relations policy,provides that background 
of informed and sympathetic public opinion against which 
Advertising can do its most valuable work, affording the 
client maximum return for his advertising appropriation. 
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Mathew Crosse & Associates 


2 ST JAMES’S PLACE SW1 + REGENT 1977-8-9 


Practitioners in Public Relations 


* Initial confidential interviews without obligation 
+ Annual retainers held - Consultations on special problems 


Experience of public relations problems, and clients (past and present) served in the following fields : 


FURNISHING TANNING PHARMACEUTICAL ELECTRICAL MANUFACTURING 


FOOTWEAR . 


CHEMICAL MANUFACTURING . TEXTILES 
ELECTRICITY GENERATING . COSMETICS 
. EDUCATIONAL, as well as various national movements, causes and charities 


BUILDING CONTRACTING 
TOURISM 


. FOOD MANUFACTURING 
FINANCIAL 


COALMINING . 
. INSURANCE 
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THE PROOF of the MEDIUM | 
. is in the PULLING | 


—and concrete proof is available 
that results come from Right 
Readership which is also Regular 
Readership. Ask for this proof. 


SELLS ANYTHING GOOD APPROPRIATE 
TO ITS READERSHIP 


A.B.C. July-Dec, 70,160. 
17/- Per Page Per 1,000 
100°, Women Readers. 
County Breakdown. 
90", Contes Delivered 
by The Newsagent. 


BUY SPACE ON 


FACTS 


H. StGeorge Ogden, Advertisement Manager 
39 40 Bedford Street, Strand, W.C.2. Temple Bar 8705 
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} Woopwor 
I NDUSTRY — 


The Technical Journal 
of the Timber Using 
Industries 


Apa 13, 1950 


The strongest possible 


representation in 
Hampshire & West Sussex 


You cover the entire woodworking 
industry with th’. periodical—the only 
technical journal produced for the use 
and guidance of proprietors, directors, 
and managers of woodworking firms. 


%e Rate Card and specimen copy from 
The Advertisement Director Phone : 

THE WOODWORKING INDUSTRY CHAncery 

180 Fleet St., London, E.C.4 5844 


can be secured by 


Advertising in these 


newspapers 


EVENING | HAMPSHIRE 


NEWS TELEGRAPH 
PORTSMOUTH & POST 


CHICHESTER 
OBSERVER SERIES 


FURTHER PARTICULARS FROM 
LONDON OFFICE: 85 FLEET ST., E.C.4 Tel.: CEN. 2845 


Decalcomania 


(no, it’s mot a disease!) 


It’s merely the art of Making Transfers 


and 


WE MAKE TRANSFERS 


@ Solid shop-window Advertising Transfers that withstand 
including the youngster armed with his 


the elements 
Saturday penny (now half-a-crown). 


@ Many NATIONAL ADVERTISERS have learned that it 
pays to specify our transfers for the effective point-of-sale 
publicity of their products 


@ If you want good transfers quickly, contact 


NIMATION 


° ™ P A N Y 


c 
MANNS COURT, BRADFORD, YORKS. 


Phones : Bid. 21260. Works: Bid. 23539 


And — of course — we make Animated Displays and 
Exhibition Stands 
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CURRENT ADVERTISING 


C.F. Higham To Launch New Edition Of Mrs. Beeton 


ADVERTISER'S WEEKLY 


NEW ACCOUNTS meham) Ltd. manufacturers of For Ban: fires, made by 
to Chartes F. Higham Lid.: corsets and brasseres Trade Richard Baxendale & Sons Lid > 

Ward Lock & Co., Ltd. pub pournats in Radio Time rational dashes 

lishers, who have hitherto placed ors . ind Sundays and women s 

tt ACCOUNTS MOVING journals, from September. Agents 

their advertising direct Higham 

will be responsible for the cam To Bennington-Angrave Lid: Stowe & Bowden Ltd, a 

paign to launch the revised 1950 H. Leverton & Co. Litd., North For Amami No, | and No 

edition of “Mrs. Beeton’s House- of England distributors for Cater shampoos which have been 


and to introduce 


hold Management” and for the pillar tractors, and manufacturers repackag 


range of Mrs. Beeton’s Cookery of farm implements and Amami: soupless shampoo, im 
books. Spaces will be in nation nachinery, Contracting, engincer trade Press and increased appro 
als, women’s journals and trade ing and farming journals pation im generat ee 
" magazines ome irnals, 
Press, supported by tube roof eae nagazine Womens Pm 
4 er ; » NEW CAMPAIGNS national dailies and Sundays 
cards, dealer aid maternal and “<< R Led 
editorial publicity For Taylors biscuits aad bread be nts ~ S. Royds Lt “ be 
. . oranee 
To A. N. Holden & Co., Lad., in Scottish dailies and weeklies . ws ae eS 


IT IN a 

Birmingham Morse ball point during the summer months For O id-Jul interest " oo. 7 = BR A Ss KEY 
; mi } nnoour gf Tormatio y 

pen Campaign in Picture Post the C.49 electric cooker made by erey. ees pihtean INDUSTRIES 


: ’ 

extending to nationals and other British National Electrics, in the Jack Daw Club for pane 

general interest Magazines general interest weeklies and and a PTSTHCUEN offes Agents «7 apescaied by Ge 
lo Smiths’ Advertising Agency selected women’s journals Robert Freeman Co., Ltd. distinctive through the key positions 

ttd.: Timor watches. Introduc \gents: Sommerville & Milne. For Devon Coast Country trey ow 2S & and well being 

tory campaign in trade papers. For Beaucaire dry cleaner Club, increased appropriation im 


The Railway Garette 


Bioglan Laboratories Ltd. Medi > in. dc. spaces im national national dailies and Sundays A journal of Railway Managemem 
cal Press dailies. London evenings and Agents C. R. Casson Lad. Enaincering, Operation and Railway 
To John Halifax Led., selected provincials, to September For the Daily Graphic, two Prepaid Annual Gebeertation 63 Se. 0d 
Leicester: Frank Tatham (Nott Agents: C. J. Lytle (Advertising). fu !|-pages in the Kadio Times Ot ©) Rallway Traction aD 
monthly cvwew vf wold @idc 


developments 
Gdesien and 


DISSOLUTION OF PARTNERSHIP read Annu aed ‘ 
Stewtry Paemee Basee Pevee Porrors Shipbul diag and Shipping Record 
al an azette unc ond ccaup fucorne, Wertans Sa Bg 


ading as Lifetime Publications, and later ~ and 
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4 cersonality Publications ». 1248 Crough Ww Ning 
9 Road. Edgbaston, Birmingham. 1S March 4 reriscee 7 
r w ) debts by Stanley Farmer Baker oe, wed Works tan 
Judgment Reserved In Football : MSR Bee Menon wer nd Werte Caveats it 
Street f rave + and Works Moenesers > 


Club Programme Ads. Case eee nn ne © 


1» ‘ » Cipeme | 
a. London. Nt. Publisher and p a Crewe Catenin , | 
judamem has heen postponed re Drier astm and Jorived Recening Order March 23. First meeting ne Oy KNERA Caetumively Guvering - 
: he Cotemal ftmpire a6 4 whol 
ase recemiy before the Norwich hetict;s Py -lettine sce t certain ac April 13 and public examination May 16 ob ob Paes ’ - 7 
which it was alleged ron “ Bankruptcy Buildings Carey Street wcwmeteg we ry My throushinn 48 - a 
) tradesmen 1 enter A partner he plainudl mpan wioc2 par oes ete hem =e 7 °ee = 
contracts for Norwich Mr. Amelia Younes, sid the contract , ~ -— — ny . " ions tare he - 3, 
programmes, an ad which Green signed in June, 1947, wa NOTICE OF INTENDED DIVIDEND bah aad Cae wt ren an nd 
had ead over to him by herectf, Green ale Has i prin factors - —_ e . — wer 6 a 
comtracts were for one season cad « and remarked that i was for o i-) St Paul's Charchy ard ECca4 No } ~ mary | gy ww of os : 7 
wie UIT A copy the agreemem was GO28) of 1943. Claims April 17 to Oliver repaid Annual Subwription ve : { 
eft with defendant and later. at his Daves 120 George Sereet. Croydon & q 
eguest. another >) was forwarded t “ (othery é 4 
him. Green had paid two seasons but WINDING-UP ORDER and manu t = 
had refused t pay for the third. 1949-40 (exons Destiays Leo... 17? Chapel Road facurers of Colkery Equipment ‘1 
For the defence, Mr. Armstrong called SE? Advertsing and publicity agems Simale copies 2+ os 
six Norwich and Norfalk tradesmen to Winding up Order March 13 Fuet | Prepaid Annual Subscription 24s 4 
wve evidence m addinion ' the meeting “, 1? =m Cotumbve Howse, | Coke aed Ga 3 ‘ 
fefendant Aldwyct h 2m 2145 pm A technical journal dealing with the 7 
Defendant sad he wid Mr Young > scienuth and technica! protic : ? 
that he was interested in advertising for N Co M4 involved in the production of coke 
1 scasor She appeared read th Jew mpanies and gas in coke vems and gas e 
focument which he sened. No dates works Single copies 2s : 
were mentioned He would not have Neoflo Signs Lid., 14 Leadenhall Street Prepaid Annual Subscription Ms 
ened for more than one scason He EC.4. Proprietors of detributor of and The Industrial « * 
serceme™t. and had paid for the 1948-49 season under ne ae. mater 2 one . eee A journal devoted to the progress of 
claimed that the contract protest He had advertised because as cmmmal capital: £50.25 mrectors applied Chematry and Engineering 
rescinded and declared vou business man he thought «@ would help z .. Perry, A T. Roberts and A Single copies 25 , 
he shouk! have damages for he football clut yy wats ° i Subscription 2 
Jecen . Mrs Olive Heyhoe of 15, Hearteeasc tdward Cortes, (Agta 4é., 4 Great Prepaid Annual Subscription 24s 
Representing Green. Mr ND. Arm Lane Thorpe and Mrs Green Russel] Sureet Proprietors of a eer , , 
“rong sasd the defence was putting for endant'«s wife who were preacmt wher rournals and - nes Nomnal capital Practice hour ikveted wo 
both 


00 Dir c10rs t Gordon Pp PD Archvtecture and Building Practice 
‘ Houstor Houston Single copies 2+ 
wondl siren ‘ ‘ *., Lid., The Avenue Prepaid A Su 


‘4 


teal jOurna suthornative’y 
arrod m » Eneleeh = Life written. superiiy Hlustyated§ dealing 
im Arm IP hecatrcms ry ( fees u Wow with the growth. marketing and av 
; 4 wTunal aprtal i} threctors a weed ie } fore 
rietes. Six 1 Johnstone, Ff. Hill W Gore Allen Sinale copies 2 
y $ the rietes oma ¢ H Wow Pregeuad jonual Subewriptioen Ma 
programmes Orpiegtos Pree Lid... io” High Soreet food 
rotitat ” (npngum Kem Tf wer business A journal deveted w the manufac 
ot renee “4 printers and pulishers arried on as ture. packing and marketing of pro 
added . a a 4 ae ~ Se cwed foodstuffs and of the utmost 
i the witnesses wh -—- ft oe oa apital value to firms « equipment 
© evidence hut . re ae ™ Ht Hamblin and tthe towne induary 
ther contracts : ames 


Streatham 


Mid Kent News 
‘ Ne propnetor 


Nuhe viptic m Dds 


a! »ourtel devoted wm the 
4 ss) saspects of Hydro 
Publahed 


Subecription is 


The Ralway Magarine 


A Pular magarine ntaining 
5S Gem. lari: (The sbeve-mentioned particulars of @umen S artk on Railways and 
ranmsacioms he new companion recently are 1 OCC “s P ikhed moothly 

t ecop'e taken from the Dally Register complied ramet —_ com as , 
eft a copy by Jordan and Sens. Ltd, Company “a abwription 244 


compan Registration Agents, 116 Chancery Lane. Mi. TOTHILA ST... LONDON, 6W.1 
Londen, W.C.2) 


sdvertiune rights from the Norwich Cit were abeolutely straigihtforwart ' 
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Priestleys 


SILK: SCREEN + EXHIBITION * DISPLAY 


PRIESTLEYS OF GLOUCESTER 
TELEPHONES GLOUCESTER 2228/-2-3 
LONDON TEMPLE BAR 7945.4 


EXHIBITION 
STANDS 


DISPLAYS 


THORNTONS (BIRMINGHAM) 
COMMON LANE, KENILWORTH 


Phone Birmingham STE. 4235 


..G.B 


CLELAND 
PAS MASSING 


Cartons, outers and display pieces made 

to order, in immaculate style and in the 

best traditions of Industrial Design 
functionally and visually 


WM. W. CLELAND LTD 
STAPLE HOUSE HOLborn 252! 
CHANCERY LANE, W.C.2 & BELFAST 


BOLTON 
STANDARD 


THE LEADING 
LOCAL WEEKLY 


On sale every Bhursday 
VICTORIA ST., BOLTON 
Teas lime 
1. ndon High Holborn E.C.4 


POSTER SITES 
BULLETINS 
HENDON 
BILLPOSTING 
COMPANY 
37, Spring Street, W.2 


PADOINGTON O188 


Lae 


The Artist’s Touch 
can be sure of 


Rowney’s Water Colours | 


For 160 years, the House of Rowney 
has served the practising artist in all 
his needs. These have been years of 
steady achievement in pursuit of the 
same 


that 


policy —to produce 


n the highest 


purity and permanence, 
artists skill by 


venience 


abetting the 
their ease and con 


in use, their sympathetic 
response to the demands of individual 


style and technique 


Panels of 


sulted 


artists have been con 


for advice: more and more 


rigorous testa have been devised to 


ensure dependability chemical 
analysis and research have played a 
continuous part. The result is « range 
of unsurpassed artists’ materials, each 
task the 


famous name it carries 


me true to its and to 


trtists Water Colours 


* for permanence, perfection of 


Rowne 


rity. ane 


, gre « 
n woth, and take he brush 


for the finest artists’ materials 


GEORGE ROWNEY & CO. LTD. 
10-11 PERCY STREET, 
LONDON, Wil 


Eetitesineemesnssnentiialaieeaae 


SILK SCREEN ARTS L™ 


97 SHIRLEY ROAD CROYOON 
A i MBE 14 7+6 


DY SE 


mY 


| THERE 158 MO SUBSTITUTE fo EXPERIENCE 


- ADELPR? ARTISTS 


it Bucking ham Street wc?’ 
.  TEM.2588 2H 


pees TERS = 


Hondwritten or Silk Screened 


DHELPS 
PUBLICIT 
|, NEELD PARADE, WEMBLEY 
Tel: WEM. 33466 and 2939 
Telegrams Publicity Wembley 


materials | 


standards of | 
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MEDIA SPACE RECORD 


For week ending Sunday, April 9 


1980 


London 


( odtamn 
SPACE IN COLUMN INCHES 
| Mornings ae. Se ra } 
ovdih — 
Evenings — Display | Classified Financial | TOTALS 
Deily Eapress 32 22 x 1 1.437 ne 3s 1,54! 
Daily Heraid 4 19 « Wy 12 a 6 1.3m) 
Daily Mail 4 2x I 1,634) 1s tee) 1,883 
| Daily Mirror a) 1% I, 1,20 9 7 1.296 
Daily Telegraph ‘ 2x 2 Da | 145% “7 ans 
News Chronicle 4 22 « 1h 292 528) OM 1,716 
The Time Sa 22% « it Bore 1565 1011 3.377% 
Evening News “a 22 «x 1 1,028 S85 “ i950 
Evening Standard m4 Seu th 1,366 585 au 1o45 
Star be iSp= if LO53p Rus) oe 1454 
. 
Sunday Papers 
News of the World 5 mx ij 31 5 - B98 
| Observer 5 22 2 27% 44 eer} 347 
People 9 «1 452 ” 458 
Reynolds News mw 22 «x i% 373 i Rm 
Sunday Chronicle s 2x 1 354 ‘ a a04 
Sunday Dispatch 10 22 «1 497 2 12 SSS 
Sunday Empire News 8 22 x 1 38 4 La) 38) 
Sunday Express 10 22 = if 4778 LPs} 12 Son 
Sunday Mail le iS = | “43 7 n 356 
Sunday Mercury 16 1S = Ig 3) “4 $8! 
Sunday Pictorial img 1 a8 27 $13 
Sunday Sua 22 = ij 624 iT _ 63 
Sunday Times 10 | 22=2hor th 472 28 a3 Sas 
Western Independent i6 17_x 645 LS) 729 
Provincial Mornings 
Aberdeen Pres & Jni 1% tex ip 1,013 1,365 by 4408 
Hirmingham (azette $2 22 « te 540 1,002 189 1,701 
Birmingham Post tay var 2 s16 456 204 2.976 
Glasgow Dally Record 72 15 I 1,129 656 75 1.860) 
Manchester D. Dis w 22 x ij a] 355 47 i241 
Manchester Guardian 40 23 =x 23 49 2,271 379 3. 
Newcastle Journal & 

North Mail 4 22 1h a42 S71 o 1,903 
Shefheld Telegraph 42 22 = 1g 792 1,199 33 | 1,964 
Western Daily Press ; 25y« 2 wt “I 13 1854 

. . . . 
Provincial Evenings 
Aberdeen E. Express 64 is a 1,595 87u 18 2.453 
Belfast Telegraph 25%x 2 
BKirmingham E. Des “8 22 *< ij 1,480 1,590 43 ALE 
Birmingham Mail a) 24h~ 2 ou 2.474 2 aL 
Bolton Evening News 32 22x I 825 1,471 - 
Bradford Tel. & Argus +” 22 I 1,147 1,523 4 2,711 
aventry E. Telegraph % it 
Eastern Evening News 64 15 x 2 1,402 604 2.006 
Edinburgh BE. News “ 22 x i 1,4004 2,518¢ 3,819 
Crlasgow EB. Citizen 22x 1 
Glasgow Evening News 468 iS x I? 1,348 722 2,070 
Manchester E. Chron 68 is xt 1,057 2,091 3,148 
Manchester KE. News 68 16x 1 1,020 2,244 — 3,264 
Middlesbrough E. Gaz a4 is « 1 1,455 985 25 24 
Newcastle E. Chron 72 mo se 422 1340 71 2,7694 
Northern DD. Telegraph 64 iSgx it 953 1,530 2,489; 
Sheffield Star 6s Ss =x I 1144 1,376 2,520 
W. Lancs. E. Gazette 63 6x 1 1,698 1,473 3,171 
Yorksture E. Press » 224y« =f 1,325 95s 1”) 2,303 


it must be borne in mind when reading these figures that a large 
number of newspapers are still unable to accommodate all the display 
advertising offered them. 

In many instances classifieds are still published in “A” and “B” 
copies. Figures given hereand on the opposite page represent space 
ccupied in one copy 


CAMBRIDGESHIRE TIMES 


GROUP 


62,652 


TIMES BUILDINGS, MARCH 
Tele : 2368 (2 lines) 


July To Dec 
A.B.C. Figures 


Copies 
Weekly 


Lundon Representative 
MR. W. H. WALMSLEY, 69, FLEET STREET 
Tele - Central 9353 
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MEDIA SPACE RECORD 6 on:nued) 


. . Column 
Provincial ing 
5 
ams 
Weeklies Pages width 
\emches) 
Observer 
& Times 8 21% 1 
Bedfordshire Timnes 10 2igx 1 
Berrow’s Worcester 

Journal 10 2x ij 
Birkenhead News 1-2 

Grour 1-16 x 2 
Blackpool Gazette & 

Herald 20 16 = 1) 
Bournemouth Times 10 2 = 1§ 
Brighton & Hove Gaz 20 iS x If 
Bucks Free Press 10 a x in 
Chester Chronicle 10 22x 2 
Cumberland News 24 = Ih 
Darlington & Stocktoo 

Tunes 10 2x! 
Dudley Herald 8 224 1 
Eastbourne Gazette 16 | x i 
Essex Chronicie 16 16 x If 
Evesham journal & 

Four Shires Advtr 22x 2 
Harrogate Advertiser 10 (203 or 232 
Hastings Observer 2igx tf 
Herts Advertiser 10 249 1 
Hertfordshire Mercury 8 2x2 
L. of W. County Press s ax 2 
Kent & Sussex Courier 10 2x it 
Kent Messenger 8 24x I 
Kentish Times 24x 1 
Lutoo News & Bed 

fordshire Advertiser 8 24x «If 
Middiesexs Chronicle 

Senes 10 22 = If 
Prescot & District 

Reporter s 22 x 2 
Rochdale Observer . 16 24x 2 
Rugby Advertiser ; 22x I 
Salsbury & Winchester 

Journa! ‘ 2x 1 
Somerset County Gaz ~ ax ig 
Southport Visiter 20 2x2 
South Yorkshire & 

Rotherham Advtr 8 22g™ 18 } 
South Yorkshire Times | 

senes ee 20 164* 1 
Stourbridge Cry. Exp i 4x 1 
St. Helens Reporter ..| 12 2x 2 
Surrey Comet lo 4x 1 
Sussex Express |} - 21) ™ if 
Walsall Observer 10 2359=« 2 
Warringtoo Guardian 0 2ig* 1 
Wellungton Journal | 219 * if 


West Herts & Watford 
ol ver 10 2.9% 1 
Worthing Herald og 6 16g 1 


( hassfed 
duding Auctions, 
Dastiay Rurths Prodlec TOTALS 
arrwages N absces, 
Dewihs Femancias 
472 187 ms 913 
ant 4n0 i 1,16 
O04 238 28 108s 
497 200 m4 oe 
817 78 iw ion2 
$85 187 17 2 
4n3 “47 207 113 
374 284 aM 1,012 
rd 2 43 10% 
479 187 7a) &87 
703 176 77 956 
i 266 18 acs 
557 18 ais 1,088 
690 Las 2704 1108 
630 443 zit 1.2% 
334 2 226 BA? 
i] 320 233 90) 
7 178 aan 
27 waa 320 93! 
543 250 leo 
aus 379 4 1,078 
S40 608 82 1,230 
837 2584 58 Ras 
513 $6s sast 1486) 
660 171 380 1,181 
S555 ie’ 20% 921 
68S 229 2s 1,176 
3 535 468 1,566 
Sou) 2RAL nah e458 
7999 205 183 1,167) 
728 10 32 1.388 
5$9 2 mee 887) 
734 576) 1964 1,327 
“i 442 579 1,215) 
S26 ze 205 1,100 
235 528 we 1,06 
412 3) 1 ous 
547 270 an aS 


When more than one edition is published, figures are for main edition only. 


PUBLICATIONS NEWS AND NOTES 


Full-page advertisements are 
appearing in both the Irish Inde- 
pendent and the Irish Press. The 
Sunday Press, published by Irish 
Press Ltd., has been using colour 


for advertisements on the back 
page which carries its colour 
Strip cartoons 

fo coincide’ with the British 
Automobile Exhibition in New 
York next month the April § 
issue of The Motor is a special 


number titled “British Cars at the 
New York Show.” 


\ Scottish edition of Mhustrated 
Carpenter and Builder = has 
Started It concentrates on 
Scottish interests in the building 
industries field. and plans to 
develop a full Scottish circulation 
No separate advertisements will 
be carried 


The Scottish 
Travellers 
the first 


Commercial 
Association has issued 
March) number of its 


official quarterly magazine, The 
Scottish Commercial Traveller. 
Content consist mainly of 


domestic news. Of the 28 pages 
plus covers, about a quarter are 
occupied by advertisements 


First issue of the = shilling 
monthly The Car and Car Topics, 
published by Syas Morton Ltd 
contains 44 pages plus covers, 14 
being advertisements 


The first issue of Colophon, a 
48 page (84 in. x 5} in.) monthly 
magazine tor book-lovers, carries 
four-and-a-half pages of adver 
tisements. Publishers are Derek 
Tatham and Co., Ltd 


“ Advertising for 
Worse,” by Roderick Wilkinson 
is an informative and amusing 
article in the March Anvil, six 
penny magazine published by 
G. J. Palmer & Sons Ltd 


Better oF 


Travel Topics, published by the 
Knightrider Publishing Co., Ltd 


on a 20s 


yearly subscription 
basis, reaches its 25th birthday 
with the March issue. This com 
prises 76 pages plus covers, 47 
pages being advertisements 


Rg? 


| 
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THE ONLY ILLUSTRATED NEWSPAPER DEVOTED EXCLUSIVELY TO THE BUSINESS 


Who’s the owner ? 


The chances are: (1) He’s a farmer who has 
always farmed on a large scale. (2) He’s an 
estate owner supplementing income, or (3) 
A big businessman—WITH CAPITAL! 


All the editorial in SPORT & COUNTRY is 
attuned to this kind of readership which 
represents a veritable goldmine for adver- 
tisers of agricultural and horticultural capital 
equipment. If you are in this business, make 
it YOUR business to see that your advertising 


USFRY 


SPORTING AND SOCIAL ACTIVITIES OF THE AGRICULTURAL INDUSTRY. 


( 


GRAHAME F. BISHOP, Advertitement Manager, 
mmonwpealth House, New Oxford Street, Landon, WoC. HOLborn 6945 
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We Hear— 


[HAL Walter C. Corrie was the 
reciprent of a token of apprecia 
tion from HL. W, Yoxall, manag 
ing director, on behalf of Cond 
Nash Publications Lid.. on hi 
completion of 1S years as pub 
lisher with the firm. Mr. Corrie 
was previously with Amalgamated 
Press 
. > > 


IHAT FF. R. de G. Hewitt, 
recently appointed manager of 
market research for Thomas 
Hedley & Co., Lid. of New 
castle, will shortly have his first 
book published. Entitled Faure 
Forward, Travellers! it is a novel 
with a trans-Atlantic flight as its 
setting 
* * * 


THAT flowers picked the same 
day in Holland were presented to 
Lady Helen Berry by air hostess 
Miss Valentine van Bockhoven 
on behalf of K.L.M. Royal 
Dutch Airlines at Sheffield Press 
ball 
* * ” 


[HAL tan Macdonald, 
field manager, A. C. Niclsen & 
Co of Oxford sddressed the 
Portsmouth and District Chemists 
Association on market 
ind the way chemists 
ite mii 


peneral 


research 
collabor 


[HAL James M. Greenwood, 
firector of James M. Greenwood 
Advertising Lid. is in South 
Africa and will be returning at 
the middle of next month 

» * * 
THAT G, F, Church has reached 
his 48th year with D. J. Keymer 
& Co., Lid. He joined on April 
2, 1902, as an office. boy and 
messenger when aged 14, and has 
been a director for more than 
twenty years 

* * al 
THAT guests of W. H. Smith & 
Son publicity department at a 
dance on March 30 at the Royal 
Hotel, Woburn Place, were Mr, 
and Mrs, A. S. Kaight, artists 
agents, Claude FE. Day (managing 
director of FE. J. Day & Co., Ltd.) 
1). Patrick, ind publicity 
nanager of Isaac Pitman & 
Sons Lid. and Mrs. Patric 

, . * 
[HAT Fergus O'Ryan, chief 
display artist for Odeon (Ireland) 
Ltd. and instructor in commercial 
art at the Dublin High School 
f Commerce, 1 in a Dublin 
hospital for a throat operation 

. , , 
1HAT a new Ault & Wiborg 
Ltd. factory has been opened at 


Hillington, Scotland 


THE 


SCOTSMAN 


provides the answer to the question 
of effective country-wide coverage 
of Scotland's diversified markets 


for {campaigns directed to 


the 


upper income levels. 


SCOTLAND'S NATIONAL NEWSPAPER 


North Bridge, Edinburgh 


63 Fleet S3t.. E.C4 


Willines Press Service foothall team recently beat a team from Walter 
Hill & ¢ 2. and received a mock challenge cup made at Walter 
Hills’s ieh-tea followed the speeches by K. B.H 
Edwards, chairman and managing director of Willings, and Norman 
Gardner lirector, Walter Hill 


game, with 


Mantawine 


The staff of Astral Arts Group Ltd. spent their Easter in Paris 
fiving in a chartered plane, others going by boat and train. Tables 
were booked for the entire party at the Bal Tabarin, and at other 
shows. The party was entertained while in Paris by M. Kaufmann 
director, S.Y.AP., the company in Paris associated with 
Grou In this picture are C. Paine (sales manager). 
director); Mrs. Baxby (company secretary); W. Warren 
Miss Stern: I (printing manager); F. Francis (art 
director) 


sone 


managing 
istral Arts 
L. J. Saw 
(director) Col 


THAT John E, Evan Cook, joint 
managing director, Evan Cook's 
Packers Lid. has been elected 
chairman of the Institute of 
Packaging for 1950-51 

* * * 
(HAT D. L. Barrett, 
? with Paul E 
Advertising Agency Ltd 
first prize of 10 guineas in a 
organised by 


ADVERTISING 
DIARY 


Friday, April 
rusty SHEFFIELD 
Luncheon Sir Harold 
West on 
photo Lrvenpoo. 
Derrick ASSOCIATION 
Speaker 


won y i 


Distact Pus 

Birthday 

Drummond 
pm 


+ 
rapher 


LonDon 
Kimball on 
Pa 


ent contest 
Photography 


* . * 


THAT Roy L. Munro, director of 
Munro & C Ltd., Edinburgh, 
eft on Apnl 6 for an extended 
ur of the U.S.A. covering the 
Eastern States. Middle West and 
Califorman coast 
> > - 
THAT Leslie A. Jones, typo- 
grapher at C. I. Lytle (Advertis 
ng) Lid., has been presented by 
his wife with a baby-a 12 Ib 
My Pustscrry Cive oF Norrinonam 
* Annua’ genccal meeting Reform 


od * “ub. Nottingham 
THAT R. K. Karanjia, editor of 


Tharsday, April 20 
_ r Lcrry Assoc? 
the Bombay weekly news maga- Deneenens Fuss 
ne Blitz. has arrived in London 


Evening mecting 1. 8 
Should Towns Adver- 

ind is staying at the Savoy 

Hotel 


Conservative 


Assocl 
ATION 1A 
Beard 
Attitude Ww 
Horse Hotel 
INCORPORATED ADVERTISING Mana 
ores’ Association. Visk wo Horton 
Kirby Paper Mills. Darenth. Kent 
How Paper 2) ade” 
19. 


Man 
~ Toatime talk 
Waldorf Hotel 


ADVER- 


Queen's Hotel 
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The net sale now exceeds 


Advertisement rates are based on 


i SEA RIO A LO OO 


a guaranteed sale of 90,000 


bonus cannot be maintained indefinitely 


but advertisers can still buy “pace at present rates 


The Condé Nast Publications Ltd., 37, Golden Square, London, W.1, 
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ADVERTISER'S WEEKLY 


ADVERTISING SERVICES & SUPPLIES 


| COMMERCIAL ARTISTS} 


|_ PHOTOGRAPHERS } 


| COMMERCIAL AnTISTS_} 
BANNERS ,,’ 
Gala Days 


Wustrated Banners on silk, 


linen, damask, taffeta, etc, 
designed to 


Write 


your own 


needs for details 


CO-OPERATIVE ART SERVICE LTD. 
ta Doughty Street, W.C.1 WHOL 1411 S707 


FASHION 
ARTIST 


MARGARET JACKSON 
104 Stainburn Crescent 


"MACHINERY - 
FOOTWEAR - 
FASHION - 


Jil: 


SPECIALIST SERVICE 


IN PERSPECTIVE DRAWINGS AND 

ILLUSTRATIONS OFFERED To 

STUDIOS AGENCIES & MANU. 
FACTURERS 


LAYOUT AND 
IDEAS FOR 
ALL PURPOSES 


Subjects covered 
INTERIORS & FURNITURE PERIOD 
OR MODERN, STILL LIFE, INDUS- 
TRIAL SUBJECTS, DISPLAY ETC 
by experienced § Artist-Designer 

R. L. TUMELTY 
DA. (MIC), LS LA, ALBD, 


44 SPRING GARDENS, DIDSBURY 
MANCHESTER 20 Tel. O1Dsbury 4613 


STAND DENIGA 


Gilbamé Bird 


STUDIO 


PAD. 3734 24 PARK RD BAKER ST NW 


Good art work 
quick service 

fair prices ... 
RETOUCHING - LINE 
LETTERING - LAYOUT 
DESIGN - PACKAGING 
SCRAPERBOARD 
TECHNICAL DRAWING 
INDUSTRIAL DESIGN 
Try 

SELLAR’S SERVICE 


22 Boswell St., W.C.! Hol 6496 


Illustrative Photography 
Architectural and Scenic, Furniture and 
Works of Art, and general com- 
mercial work for record purposes 
KENNETH COLLIER 
26 & Wa Waterloo St., Hove 2, Sussex 
Hove 36976 


Photography for 
Advertisers 
KENDRICK PHOTO 


26 Maiden Lane, W.C.2) Tem. 2370 


TECHNICAL ILLUSTRATION 


Exploded and cut-away perspectives in 
line, tone, etc., for instructional, spare 
parts or advertising purposes 
A Specialist Service for the engineer 
4.7.0. Ry ART SERVICE LTD 

1 Pear Tree Road, Derby 
Phone oom 46250 Grams Extruded Derby 


“ the Hamel 


Good SAtuce 


REPRODUCTION 
SERVICES £70. 


ARTISTS - DESIGNERS © BLOCKMAKERS 


. 
18-20 ST. JOHN ST. LONDON, EC! 


Pecome Faxenwe ~- 


[PROCESS ENGRAVERS 


COLOUR Blocks 
14 den eee 


ENGRAVING CO - up. 
NORFOLK ST- SHEFFIELD 


SOOO OE ELLA LE LE EOL E EOD OOOO OO 


' A.C.K. WARE 
; (PHOTOGRAPHS) LTD. 

Photographers to leading ad: ertisers 
and industrialists, m COLOUR and 
} BLACK AND WHITE MET 9835 ; 
} Pomeroy House, Basinghall St, London, E.C.2} 


‘ 


SOP PPPOOLOLOPLOL OPE OPO DOMME DO De. 


W. A. FORTENS, A.R.P.S. 
COMMERCIAL & INDUSTRIAL 
PHOTOGRAPHER 


STUDIO HOUSE, 


FARFIELD 
KIDDERMINSTER Kidderminster 3042 
DISTANCE NO OBJECT 


MATACO! 


ROBERT P. HYMERS LTD. 
ARTISTS & PHOTOGRAPHERS 


Phone: MAYfair 6768/9—EUSton 3276/9 


Groms; MATTACOL, PICCY, LONDON 


Pil 


morland 
BRAITHWAITE Ltd. 


A COUNTRY-WIDE PHOTOGRAPHIC 
SERVICE. industrial Commercial 
Colour Films Aerial 

Architecture 


Springfield 2271 


SUN ENGRAVING Co. Ltd 


Specially equipped to deal with large 
Press Campaigns throughour 


a ENGRAVING ° 
f ADSETTING 
\ STEREOS 
\aed ELECTROS 
“ss ‘Phone: TEM 8251 


SCOTTISH STUDIOS & ENGRAVERS 
a serwce 


UNION ROAD SHEFFIELD 1 PHONE 62696 


Press Illustrations 
ULUSTRATIVE PHOTOGRAPHY 
IN ALL FORMS 
Members Inst. Brit. Photrs 


93 POWDER MILL LANE, TWICKENHAM 
MIDDLESEX FEL 3083 


Arzu 13, 


C.P.V. Brochure 
On U.S. Market 


First Steps in the United States 
Markets, a brochure issued by 
Colman, Prentis and Varley Ltd., 
describes how the U.S. market 
can be tested without heavy 
ommiitments 

It also outlines this agency's 
“first look” service, comprising 


1980 


| an assembly of basic information 


about a producer's market 
an appreciation of experts in 
America marketing of the 
oroduct’s opportunities. 

Written by Mr. Richardson 
Wood, a Cambridge M.A. and a 
member of the Market Research 
Council, of New York. the 
brochure is an attractive produc- 
tion illustrated by a number of 
three-colour maps 


and 


Pharmacists Broke 
Terms Of Service 


The Northern Ireland General 
Health Services Board has 
adopted a recommendation of the 
Services Committee that £5 be 
deducted from the remuneration 
of a Belfast pharmacist for 
breach of terms of service by 
displaying the notice: “All 
National Health Insurance and 
private prescriptions carefully 
compounded here.’ 

It was decided to deduct £10 
from the remuneration of a 
Dungannon chemist for a similar 
bre ach. He had used the words 

“National Health Insurance’ ‘and 

Panel Dispensing.” 


PRODUCTION QUIZ 
ANSWERS 
(See 


1. Linotype, 
lypograph 
2. The Times in October 1932 
3. (Ast). (2) fa). 3) () 
(4):(c) 
4. (a) By variation in the weigh: 
of line 
(b) By cross-hatching 
(c) By hand stipple, or by 
mechanical tints laid in the 
drawing in the form of a 
printed film overlay or by 
mechanical tints laid by the 
engraver 
5. (a) Locarno. (b) Broadway 
(c) Othello, (d) Mayfair 
6. In order to avoid, as far as 
possible, the shrinkage or expao 
sion of the fibres in paper, the 
constancy of which is important 
in the production of quality 
printing 
7. Because, in deep-etched half- 
tones, the screen is climinated 
trom the highlights, giving a com 
paratively faithful reproduction 
of the original 
8. In selecting “body” 
the text matter of an advertise- 
ment, due consideration should 
be given to the mass weight of the 
type in relationship to the re- 
maining units of the advertise- 
ment. 
9. (c). Black on yellow is recog- 
nised to be the most readable 
from a distance 
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MORE SUGAR 
ADS. IN 1950 


Tate & Lyle Ltd. intend to 
spend considerably more on 
advertising in 1950 than they did 
in 1949 (£47,000), and will 
continue extensive advertising 
even after the threat of national- 
isation is removed, said Lord 
Lyle at the annual meeting of the 
company, last week 

“We have had to come to the 
conclusion” said Lord Lyle, “that 
we were mistaken in Oelieving 
that low prices, excellent quality 
and good service were sufficient 
in themselves to shield us from 
the propaganda of the enemies of 
free enterprise. I think that the 
general public must be kept better 
informed than it has been in the 


past on the achievements of free | 


enterprise in sugar refining. It 


was with this object in view, for | 


example, that we had such an 
extensive exhibit at the Daily 
Mail Ideal Home Exhibition.” 


. 
B.F.M.P. Jubilee 
. 
Congress 

Jubilee Congress of the British 
Federation of Master 
will be held at Torquay from 
May 20-23. The South Western 
Master Printers Alliance will act 
as hosts 

There will be two business ses 
sions. At the first papers will be 
read by the members of the pro- 
ductivity team recently returned 
from the U.S. The second will be 
for the annual general meeting 


F.C. Pritchard To 
Address P.R. Inst. 


Programme of subjects to be 
discussed at the Institute of 
Public Relations .week-end con 
ference, to be held at the Adelphi 
Hotel, St. _Leonards - on - Sea, 
May 12-14, is as follows 

Friday evening: Reception 

Saturday: “The scope of public 
relations,” Mr. Leslie Harden, 
P_R.O. North Thames Gas Board; 

The qualities of a P.R.O..” Mr 
Lex Hornsby, P.R.O., Ministry of 
Labour and National Service: 
“Public opinion research ahd 
public relations,” Mr. Louis Moss 
director of research, Government 
Social Survey 

Sunday 
the Press,” Col. L. F. Sheridan, 
a P.R. consultant; “Persuasion,” 
Mr. Fleetwood C. Pritchard 
chairman and managing director 
F. C. Pritchard, Wood & Part 
ners Ltd The technique of 
Press advertising.” Mr. Clement 
L. Shaw, P.R.O., Brewers’ Society 


*. 
Radio Components 
. . . 
Exhibition 
At the annual exhibition organ 
ised by the Radio and Electric 
Component Manufacturers Feder- 
ation, to be held at Grosvenor 
House, Park Lane, W.1, on April 
17-19, there will be 102 exhibitors 
and 200 categories of exhibits 


Printers | 


“Public relations and 


ADVERTISER'S WEEKLY 


ADVERTISING SERVICES & SUPPLIES 


[ SILA SCREEN PRINTING [SILK SCREEN PRINTING J | MARKET RESEARCH } 


CINEMA SLIDES 


Well - drawn hand lettered 

fully - coloured slides in 

single lots or quantities 
get in touch with 


DORES 
OF 
BLACKPOOL 
for really reliable service. 
"12 Topping Street, Blackpool 
Telephone 2134 


Established over quarter century 


MODERN ARTS 
SILK SCREEN SERVICE 
SHOWCARDS, POSTERS 
ADVERTISING MIRRORS 
COUNTER DISPLAYS Ecc 
Phone BAL 2900 
MODERN ARTS 
120 Trevelyan Road, Tooting, §.W.17 


ASSOCIATED 
ARTCRAFTS Ltd. 


PLENDER PLACE, CAMDEN TOWN, 4.W.! 
EUSton 14167 
EXHIBITION 
STANDS | 


WINDOW | 
DISPLAYS | 


INTERCHANGEABL 
METAL LETTER SIGNS 


SILK SCREEN _ 
PROCESS PRINTING 


| 
| 
| 
| 
| 
| 
| 
| 
| 
' 
1 
j 


Y OU want the 


PERFECT 


SILK SCREEN 


SILA SCREEN MATERIALS 


Silk Bolting Cloth, 
Cotton Organdie 
etc., for Screen 


Process Printing 
GEORGE HALL 
(Stockport) Ltd 


High Lane, Nr. Stockport 
Phone: Dishey S/ 


[¢ ENERAL PRINTERS 


SILK SCREEN 
PRINTING 
Advertising Mirrors 
Showcards - Posters 
Displays & Exhibition 
Stand Construction 


MIDDLETON & MELLOR 
38 Bridgewater Street 
Deansgate, Manchester 3 

BlLAckfriars 3315 


your problem 
iS OUR BUSINESS! 


We have the plant, crafts- 
men and enthusiasm for 
high-class trade printing 
Why not talk over your 
print problem with us? 


F.W.WHITE& CO 
Trade Letterpress & Litho Printers 
ALBION HOUSE, NEW NORTH ST 
THEOBALOS RO. WC! WHOL 9437 


' 
| 
| 
| 


MARKET RESEARCH 
“* Prepares the way for 
new products” 
WALTER WYNN & COMPANY 


40 ST. PETERSGATE, STOCKPORT, CHES. 


[miocns & outs) 


BRASS BLOCKS & DIES 


Brass blocks for Foil blocking on 
card or plastics. Bronze cutters 
for cutouts. Cutter crush dies for 
showcards etc Steel dies for metal 
NOS8BS & AYCKBOURN 
14 CLERKENWELL GREEW, EC! 
CLE. 6474 Est. 8 years 


[ DISPLAYS EXINBITIONS 


FOR DISPLAYS, EXHIBITION STANDS 
SIGNS BULLETIN BOARDS 
designed, constructed. installed, by 
experienced organisation with « 
name for high-class production 

Consult 

COOK'S DISPLAY 

LIMITED 


PARK 865234 


EXCISE THE EXES FROM 
EXHIBITIONING AND 
WINDOW DISPLAY 


20 years of experience in making and 
building stands and window display units 


DISPLAD LTD 
Telephone Blackfriars 0856 


's 


DESPATCHING 
SHOWCARDS? 


We pack and despatch 
Showcards—Displays. etc 
Any Shape, Size or Quan- 
tity at the most reasonable 
cost and with the utmost 
speed. Write of phone 

E. CHRISTIAN & CO. LTD. 

10a De Beauvoir Square, N.! 

Clissold 3463 


aeaeEeEEe—_—_——_ Eee 


Display Artists 
Siik Screen Printers 


WAMUMINNtananaaes——--seceasanaenentitl 
ADVANCE 
PUBLICITY 
LIMITED 

Sittinatariaen 
149 WARDOUR STREET 


LONDON, WI 
GERRARD 8236 


If its a question 

of quality .... 

call RELiance 3173 
high «peed, high grade 
printing by photo-litho, 
chromo-lithe and letter- 
press. Machining up to 

61" «41° 


LEONARD RIPLEY 


AND COMPANY LIMITED 
Offset-Litho and Letterpress Printers 
KEWNINGTON LANE, VAUXHALL, 5 E11 

Telephone : RELionce 3173-4 


|_PROCESS SUPPLIES} 


PLATE PROTECTOR 
SAFEGUARDS 
PROCESS BLOCKS 
TYPE FORMES Etc. 
AGAINST DAMAGE 
IN TRANSIT 
AND CORROSION 
FOR AN 
INDEFINITE PERIOD 
Sumple to use and very ecanomicel 
Smal! sample supplied on request 


THE $.D. SYNDICATE LTD. 

4-4 EARL 5ST. FINSBURY, LONDON, EC 2 
Telegrams 
ESSOEECOP. 
FIMSQUARE 
LONDON 
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ADVERTISER'S WEFKLY 
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CLASSIFIED ADVERTISEMENTS 


JOINT 
ADVERTISEMENT 
MANAGER 


The Advertiser's Weekly 
requires a Joint Advertise- 
ment Manager, aged 35/40. 
Must be able 


convincing proof of adminis- 


to offer 


trative experience and 


space-selling ability. Full 
particulars of age, experi- 
confi- 


ence, etc, in strict 


dence, to 


GENERAL MANAGER 
180 Fleet Street, E.C.4 


RATES APPOINTMENTS VACANT 3s. per tine. 
tae. Display 


e oo 
insertions mi st Be rwkr aw. 
amnion, UAA 


"Phone: 


APPOINTMENTS WANTED 


Chancery 


APPOINTMENTS VACA 


ERWIN 


always 


WASEY & 
micrested in ng 
~ ae. 
S. Matthews 
wi 
ru et MAN (ane 


omdion Engineers 


PERSONAL ASSISTANT to 
Manager ~ large National 
Young man required who 
md pleasant personality 
reliable in detali work 
prepared te 
turty « 
publhetty 
watekirts 
mitially stating age, oom ston caper 
ome amd requiret we AG 
18 Thurles V! 

AN ASSISTANT required 
Publicity Department of a larg 
Trade and Technical Publishing House 
Applicant 


Advertising 
oncern 
hag sttitiative 


should be able produce 
i for =programmes 
fol dere amd advertinements The 
ond attention 

exper 

nd 
99 Ad 


Weekly 180 Fleet St EC 4 


PUBLICITY 


Well educated young lady 
required as junior in Publicity 
Dept. of large engineering firm 
for recording. indexing and 
captioning photographs. This is 
an interesting position and other 
duties will be added when 
ability is proved Enthusiasm 
for publicity work essential 
Offices in N.W. London suburb 
Applications giving full details 
and salary required to 
Box 964 
Advertiser's Weekly, 180 Fleet Sc., E.C.4 


ADVERTISING. Chiet 
‘ ” 


fh urishing 
* 


Ung salary exp 


c . 
Ad Weekly 180 Fleer St EA 4 


Write fully, 


Addressed to an 


ambitious 
YOUNG MAN 


On behalf of a client we are seeking 
a young man of sound education with 
a good all round knowledge of adver- 
tising and printing. 
of advertising agency routine would be 
an advantage. Commencing salary £600 
—or more according to qualifications. 


in confidence, to 


Personne! Manager 


CLIFFORD MARTIN LTD. 
Incorporated Practitioners in Advertising 


PICCADILLY HOUSE, 33 REGENT ST., S.W.! 


Some experience 


Layout inna 
A vacancy occurs in a large 
London agency for a layout- 
typographer whose main work 
will be the laying out of maga- 
zines An opportunity for a 
typographer with a creative 
flair 5-day week Pension 
Scheme 

Box 108 
Advertiser's Weekly, 160 Fleet Sc. E.C.4 


ARTIST DESIGNER apable 
made lettering f Dackaging Apply 
with specumem to the Personne Officer 
Hunt Pertiners tod Thevden Road 
‘ ae ‘ t 

i yout TYPOGRAPHER 
neOt IRED. An o t for a 

* full 


ypo 


good 


on week Pension scheme 
Ad Weekly 180 Fleet St Ed 


REPRESENTATIVE 


xperiencs 
Pxnpensecs —( ommision 
WICKHAM DISPLAYS LIMITED 
White Heather House, Cromer St... W.C1 
Terminus 4644 


W ages 


SALES MANAGER expericnced in a 
Promotion methods, required by 
London Engineers 


Weekly 180 Piece: St BC4 
PSTABLISHED = manufacturing 
company have Vacancy ondon 
Office for assistant in Sales Deparument 
te handic technica publicity display 
advertising and market research 
Applicants should preferably be aged 
between 25 and 4) and technical know 
ledge would be an advantage Apply 
with full details to 
Box 987 Ad. Weekly 180 Fleet St BO4 
COPYWRITER VISUALAISER $ required 


for busy Public m © 
expenenc« 


Reples om nul 

experience 

ao ~ ar Apply 
Manager Co-operative 
Lid Marviand Street 


you NG 1 AVOUT MAN and Copywriter 
for young lady) required by Liverpool 
Advertising Agency. must have some 
xperictoec Stat full details of 
education ac Pp me and salary 
expected 


ow 1000 Ad Weekly cao St bas 


A —— CPENING 
tom) Depertment 

Ltd tow 
5 with “om 
Write 

’ I the Secretary 
" ARMSTRONG. WARDEN itp 

69 New Oxford Street, London, W.Ci 


m experience 


NEW WEST END STUDIO requires 
\ ‘ “i a une __ could « 

n draw 

stating exper 

. Weekly 18¢ Fleet St BCs 
—o newer AER re SLISHERS 


fon WY 
“ ANTE 


MT MESA 


hort periods Exceilemt 
nal man Write in oo 
wpenence am! salary required 
Rox 9S Ad Weekly 1m) Pleet 


Avan 13, 1950 
APPOINTMENTS VACANT 


WANTED IMMEDIATELY 

™an for ama)! 

Advertsing Agency 
taking rexsponsbdity 
and 6Fxpor accounts 
age experience and 

required two 

Box 118 Ad. Weekly 180 Fleet St BCs 


SENIOR ASSISTANT 


required by Advertising Man 
ager responsible for large ap- 
Propriations, each covernng 
several well-known products 
Applicants, preferably in the 
30's, should have had a good 
experience in all phases of 
Publicity, except outdoor ad- 
vertising. and have already 
held post of responsibility. In 
addition to first-class know 
ledge of handling large Press 
Campaigns Production of 
Literature and Display 
Material. those applying must 
be capable of dealing with 
correspondencs from Field 
Organisation and Dealers, also 
possess good knowledge of the 
routine of an Advertising 
Department, including Budget 
ary Control Experience of 
Editorial Publicity and Over- 
seas Advertising would be an 
advantage 

Apply. stating details 
perience Age and 
required to 


Production 


welary 


of ex 
salary 


Box 110 
Advertiser's Weekly, 180 Fleet Se., £.C.4 


oasu —. Ly two first 
tists ft 
women's oo i as im « 
of up - 
Applicants must be members 
Union of Journalists 
and previous 


Ad Weekly 180 Fleet St BC4 
ADVERTISING AGENCY (Postal) 
requires Shorthand-Typist as secretary 
to Executives Interesting work, con 
genial atmosphere. Write full details « 
Box 112 Ad. Weekly 180 Fleet St BC4 


VISUALISER 
with 
IDEAS 


and sound typographical know- 
ledge required for 
licity 
London 
house 


busy pub- 
department of large 

technical publishing 

Interesting and 
genial position for experienced 
man capable of working with a 
team producing all types of 
good quality publicity matter. 
Permanent, 


con- 


pensionable situa- 
Full details of experience, 
salary, etc., to 


tion 


Box 106 
Advertiser's Weekly, 180 Fleet Sc., E.C4 


OLD PSTABLISHED W co» 
in Displays 
require 


End Compan 
Cutouts 
resident 
te experience and 
Weekly 180 Fleet St BC4 
Setior Astistamt required 
Ddepar iment Writing 
Pubhett © Journ 
desir abl Character 
consideration App! 
Marcon!’s Wircics 
Cheimeford Peecx 


xpenencr 
ind inftuative first 
Publicity Manager 
Telegraph (©. Ltd 
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APPOINTMENTS VA 


OVERSEAS 
ADVERTISEMENT 
MANAGER 


The Advertiser's Weekly 
requires an Overseas Adver- 
tisement Manager, aged 
35/45, able to speak fluently 
at least one foreign language 
Must be prepared to spend 
majority of his time abroad 
although his H.Q. will be in 
London. Exceptionally 
interesting job. Full par- 
ticulars of age, experience, 
etc., in strict confidence, to 


GENERAL MANAGER 
180 Fleet Street, E.C.4 


be — yy - GENERAL ARTIST 

c n Commercial Studio. Wrie 
expericnce, salary 

m 113 Ad Weeki y “180 Picet St BC4 


HARRODS 


Require experienced production 
assisiant ound practical knowledge 
of biocks proofs and handilina of 
print in a) is stages essential, Write 
stating full detatis and salary required 


STAFF MANAGER 
44 Hans Crescent, London, $.W.! 


ARTIST DESIGNER. 
and general ariust 
t Only 


A first-class layout 
required, aiso Re- 
experienced men need 


apply. M. W. Diustrators Ltd, Temple 
Street Wolverhampton 
COMPOSITORS wanted. LS peri- 


rica nOuse Weatherby & Sons 
182 Campden Hill Road W.# 


PRODUCTION department of « large 
agency as acancy for both a Senior 
and a Junior Position The senior man 
should © widely ecaxpericnced in all 
me nica production mcthods for 


print An interesting and 


progressive job for a technically sound 
mar The junior position opens an 
opportunity © & young man around 
20 years age who has had some 
pre s similar experience Write 
giving f details and salary required to 
Box 117 Ad. Weekly 180 Pleet & EC4 


THERE Ts AN IMMEDIATE VACANCY 
for a man 


woman in the Pubticity 


of a large Organisation with 
Central London Qualifi 
to do rough layouts 

and prim, and a keen 

and flair for, direct mail 
mmencing sa ary £400 per 
ve-day week Canteen. Write 


Weekly 180 Fleet St EC4 


A_PROGRESSIVE OPENING 


exists in an established modern 
Advcrusing Agency for a young man 
wit eative ability able to produce 
finished §roughs Write giving full 
par s to 

Box 105 


Advertiser’s Weekly, 180 Fleet 5t.,E.C.4 


WANTED IMMEDIATELY. Typographer 
fo 7. we am 


: yndon ney 
sed high quality work 
xi semse of design Write 
awe expenence and salary 
ed to 
? Ad. Weekly 180 Pieet St EC4 


ay required 
ity Departwment 
neern Wen End 


(matic) for 
of large Electrical 
London Some 


acheral expenence Stee Interesting 
work with excellent prospects for one 
seciking advancement Write. stating 


age, experience, and salary expected. to 
Box | Dorland ivertising, 18 
Regcm Street. § W.1 

ARTIST. Applications are invited from 
First-Class all-round Artists for «& 
position i a London Studio Idea 
working condiuons with a salary of 
2700 £800 per annum offered to the 
man pa producing top class 
work Write fully to 
Box 991 Ad Weckly 180 Fieet St ECS 


CLASSIFIED ADVERTISEMENTS 


ASSISTANT (male) required in voucher 
checking department Write stating 
age. experience 


and Salary Reynells 
44 Chancery Lance, W ¢ 


TULLY-CRABBE LTD. 
Incorporated Practitioners in 
Advertising, have a vacancy in 
teeir Studio for an absolutely 


j, top-notch 


commercial artist 


The successful applicant must be 
head and shoulders over the 
average. He must be a first-class 
figure draughtsman and capable 
of producing outstanding general 
commercial art work in all 
mediums. He will work in a 
congenial atmosphere as a senior 
member of a very accomplished 
Studio team and his salary will 
be commensurate with his 


abilities. Specimens and full 
details to 

TULLYRABBE LTD . GROAT HOUSE 
Collingwood St., Newcastle-on-Tyne, | 
— 
PRODUCTION. Vacancy occurs in a 
London Advertising Agency for a 


Production man with previous Agency 
experience and a thorough knowledge 
of blocks. typeseting and printing 
The position will carry a salary of 
approsimatcly £650-—4700 per annum 
Wote in confidence to 

Box 992 Ad. Weekly 180 Pleet St BCs 


APPOINTMENTS VACANT APPOINTMENTS WANTED 


Enthusiasm” Yeu Original ideas? Yes. 
Wriung ability? Yo ls anyone 
interested 
Bou 926 Ad Weekly 180 Pleet St BCs 


SHORTHAND . TYPIST. Private = Seeo- 


mn Clerks. etc if you are is 
urgemt need of staff, contact 

Sureen Excel House, W hncompb 
wc2 Whitehall S924 We 


specialise in efficrem persoenel 
LETTERING PUM TITLES, Repro 
ductian cxperience, desires 
change or Free-Lance 
Box 104 Ad Weekly 
1 CANNOT GF 


180 Fleet & BC4 
A FOB without 
expenence how can | get experience 
without a job? | am & tained photo 
erapher seeking & DPORHIOn o& On 
omutant operator of printer in a good 


class London Stwdio. If you have a 
sacanmy Pease erite 
Box 105 Ad Weekly 180 Picet St BC 4 
YOUNG WOMAN, 20. well educated 
with 2 years’ Studio experience. and | 
months imtenmuve course im lettering 
desires positon as lettering artim im 
reputable firm London or Surrey 
Box 102 Ad. Weekly 180 Pleet S BC4 


TUDOR ART AGENCY LTD. 
wish to represent good 
ILLUSTRATIVE, FIGURE AND 
CHILDREN’S ARTISTS 
free lance basis only 
Phone HOL 8841 Furnival S¢., £.C4 


ADVERTISER'S WEEKLY 


FREE LANCE SERVICES 


CREATIVE ARTIST 


DESIGNER, with 


over 2° years’ experience in advertining 
avaiadic for cOmmaNoEs Sui life 
lettering and layout. alttrush work 


tohnical subjects. cul-cuts ard show 
cards Prompt personal rice 
Box 101 Ad. Weekly 180 Fleet St 


boa 


BUSINESS OPPORTUNITIES 


PRODUCTION UNIT 
(Londen) availatic on 
hourly terms Strkt Trade 
1 Planner, ideas-man and « 
| Prajuction Manager 
(Layout, Lettering) 1 Arum (Re 
touching, Letrering, General) | Detail 

Asmmam and Secretary 

Bex 115 
Advertiser's Weekly, 180 Fleet St. E04 


moderate 
confidence 

oyvwrter 
and = Arm 


DIRECTORSHIP OFFERED 


Proprietor of small periodical pub- 
hehing business seeks co-operation 
in formung private Company. direc 
torships to be held by 
partners. An opportunity is offe 
tO someone with sound knowledge 
of adverusing and publishing to help 
1m Building small business into 
a profitable concern. Working co 
operation of first importance 
possible capital mvestment « 
secondary consideration Write, 


BCM/ST. FRANCIS 
London, W.C.! 


working 


COSMETICS — Services of experienced 
free-lance copywriter required (o under 
take work on beauty Booklet, Leafiew 
Paty Write giving full details to 
Box 918 Ad. Weekly 180 Fleet St BC4 


facturers 


be of value. 


Advertiser who 


SENIOR 
ACCOUNT EXECUTIVE 
DESIRES CHANGE 


in the advertising profession and 
has held executive appointments 
with leading agencies and manu- 
desires to hear from 
Principals to whom his experi- 


ence and influence are likely to 


Please reply to advertiser's solicitors, 


WALTER, BURGIS & CO, 
79 ST. JAMES’S STREET, LONDON, S.W.! 


is well known 


PRINTING 
Leaflets -— Booklets 
Good work — Keen prices 


WINTERBOTTOM & SON 
25 Prince George St., Portsmouth 


Phone 6662 

FREE BOOK for Seles Meragers and 
Directors Hints on Selecting Sales 
16 priceless tim based on If 

years specialised) cape©ricn< of = the 
sales al problems of abou 2.000 
firms Offered tree purely a+ goodwi 
effon No obligation f any sort 
W rite fon business heading any! 
National School of Salcsmanship Ltd 
Dept. Al), Bank of England Chambers 


Manchester, 2 


PHOTOWORK LTD. 
FOR THE BEST 
STAND PHOTOGRAPHY 
AT THE B.1.F. 

Ring Welbeck 0938 


or write 


73 BAKER STREET, LONDON, W.! 


TENDERS 


COUNTY BOROUGH 
OF EASTBOURNE 


Tenders are invited for the 
1951 Guide and Hotels List. 
The closing date for tenders 
is May 15, 1950 
Further details can be 
had from 
JOHN BATTEN 
Director of Publicity, Eastbourne 
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ADVERTISER'S WEEKLY 


«rae 


Tuurspay, Apri 13, 1950 


D. a copy 
40/- a year 
Post free 
(45/- overseas) 


| BECAUSE | 5,000,000 people see Younger Budget 
Films in nearly 1,200 cinemas through- 


out the country every week. 


the campaigns run as planned, with 
clockwork regularity. 

the cost of this national campaign can 
be as low as 2s. per thousand viewers. 


Because those 5,000,000 viewers sit relaxed, absorbed by 
the unfolding tale on the screen. There are no distractions, and 
that means extra pulling power. No competitive products in 
the same film — just absolute concentration on one brand while 
its story is brought vividly to life in motion pictures. 

And not least, because Younger Budget Films have been 
giving solid service for more than 24 years. Youngers’ long 
experience of selecting cinemas and their knowledge of making 
effective films are at your disposal. 


COLOUR Too Live model and cartoon colour films 


are a well-established Younger Service. These first-class colour 

films cost no more to exhibit than black and white films. 
The full facts about Younger Budget Films are 

given in an illustrated booklet “ Extra Pulling Power.” 

A copy will be sent on request. Ask to see the latest 


YOUNGER 
BUDGET FILMS 


A. H. McISAAC, DIRECTOR OF NATIONAL SALES, 


YOUNGER PUBLICITY SERVICE, LIMITED, 
28 ALBEMARLE STREET - LONDON + W.I ~ (REGent 6593) 


‘STOP PRESS 


FIRST ISSUE 
OF “EAGLE” 


“Eagle,” Hulton Press ~~ 


4 
which a fuil 
Cream is in form of colour sirip 
cartoon. 


each occupy quarter page. 


Everetts Advert placing 
new campaign for LC.1. Agricul- 
tural section, fertilisers and 
yy —— full 
pages arming, pouliry and 

Press, England 


Maurice Baficock, 
account executive, 
Martin Harvey Advertising 
Service, has joined Max Ritson 
& Partners. J. H. Ross, from 
McCann-Erickson Advert 


DESIGN POLICY 
DISCUSSION 


Sir Francis Meynell, director, 


justrial Design, at 21 ‘Tot- 
hill Street, 5.W.1, on A = 
when James Shand, 
Press, and Stuart hey o> 
rapher, will discuss establish- 

maintaining consistent 
design policy; how these prob- 
lems have been solved; 
status of design in ind 
organisation. 


PURCHASE TAX ON 
GREETING CARDS 


Under Purchase Tax (No. 7) 
Order, 1950, 
diaries, calen 
articles fixed at 33 1/3 per cent.; 
on greeting cards of three 

(apart from black 

lettering my ribbons or 
tied on), = r cent; and other 
greeting 33 1/3 puataatnthaniants cent. 


B.B.C. Publications Publications advertise. 
ment rtment moves a 
21 to 55 Portland Place, W.1. 


50th anniversary edition “The 
Machinist,” ublished by 
McGraw appears on 
Saturday. 


Published by the Proprietors, BUSINESS PUBLICATIONS, Ltd. at their office at 180, Fleet Street, London, E.C.4. (Phone: Chancery 6844.) 
April 13, 1 iechfield Screet, 


950. Printed in England by Staples Press Limited at their Great Ti 
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